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 I. Abstract 
In a world where customers are exposed to advertisement and marketing messages 
on a daily basis, traditional marketing has almost lost its power. Especially, 
younger persons simply don`t have the time or the patience anymore to listen to 
every single marketing message out there. This forces marketers to search for new 
ways to reach their customers. Nowadays they are not anymore focusing on ways 
to reach the customer directly but try to communicate their message indirectly via 
persons who are not necessarily involved in the marketing industry. Marketers 
define those persons as so-called influencers. Influencers can be individuals 
writing blogs or publishing articles in online forums as well as friends suggesting 
a special product they recently bought. After addressing basic topics like 
influencer marketing, the social web and the customer journey, I will head on with 
the main part of the thesis focusing on the different influencer categories and the 
methods for companies or brands to identify and control these influencers in a 
social web environment. The Web 2.0 has made this process a lot easier for 
companies since they are now able to use services like social influence scoring 
platforms to do so. An in-depth analysis of the algorithms and measurement 
processes used by those platforms will show the pros and cons of this method. 
Finally I will point out which influencer types would be helpful in each stage of 
the customer journey to generate sales as well as external elements capable of 
altering the influencer`s marketing message.  
 




In einer Welt in der Verbraucher tagtäglich Werbe-und Marketingbotschaften 
ausgesetzt sind, hat traditionelles Marketing seine Wirkungskraft fast verloren. 
Besonders jüngere Menschen haben einfach nicht mehr die Zeit oder die Geduld, 
sich über jede einzelne Werbebotschaft Gedanken zu machen. Diese Tatsache 
zwingt Marketingfachleute dazu, neue Wege der Kundenaquisition zu ergründen. 
Modernes Marketing legt seinen Fokus heutzutage eher auf die indirekte 
Übermittlung von Marketingbotschaften mit Hilfe von Personen, die nicht 
zwangsläufig mit der Werbeindustrie in Verbindung stehen. Experten nennen 
diese Personen Influencer. Influencer können einzelne Personen sein, die Blogs 
verfassen oder Artikel in Online Foren veröffentlichen, aber auch Freunde welche 
ein kürzlich gekauftes Produkt weiterempfehlen. Nach der Abhandlung 
grundlegender Themen wie Influencer Marketing, dem Sozialen Web sowie der 
Customer Journey wird der Fokus im Hauptteil der Thesis auf den verschiedenen 
Influencer Kategorien und den Möglichkeiten für Unternehmen, diese zu 
identifizieren und zu steuern, gelegt. Das Web 2.0 hat diesen Vorgang für Marken 
sehr viel einfacher gemacht, da diese nun die Möglichkeit haben, Dienste wie 
beispielsweise Social Influence Scoring Plattformen dafür zu nutzen. Eine 
detaillierte Analyse der Algorithmen und Messprozesse, die solche Platformen 
verwenden, soll die Stärken und Schwächen dieser Methode aufzeigen. Zu guter 
Letzt werde ich aufzeigen, welcher Influencer Typ in welcher Phase der Customer 
Journey am hilfreichsten ist, und welche äußeren Elemente zu einer Störung der 
Kommunikation zwischen Influencer und Kunden führen können. 
 
Schlagwörter: Influencer, Influencer Marketing, Soziales Web, Customer Journey, 
Social Influence Scoring 
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1. Introduction 
“Marketing doesn`t work because there are too many marketing 
messages bombarding prospects, all the messages sound the same, 
and even if your message is heard, prospects don`t believe you. But 
they do believe influencers.” 
Hayes/Brown D., Influencer Marketing: Who Really Influences 
Your Customers? , 2007, p. 10. 
Influencer marketing or respectively word of mouth marketing is not a new 
discovery in the field of consumer marketing as an effective tool to sell products. 
In fact the Tupperware company held its first famous Tupperware parties in the 
1950ies. Company associated females approached other women and engaged 
them to host social events in their homes. The purpose of those events was to 
demonstrate and eventually sell Tupperware products to their friends.
1
 The 
women who held parties influenced other women who then in turn told their 
friends about the brand and its products. You could call these women the first type 
of micro-influencers used by Tupperware to spread the word about their 
products. Influencer marketing itself does not focus on a broad mass of customers 
but on individual persons in this mass to spread the marketing message among 
their peers. Influencers function as link between the brand and the customer. 
They try to filter the important information from marketing messages and pass 
them on to people in their circle.
2
 Studies have shown that people are strongly 
influenced by opinions of their everyday fellows rather than by marketing 
messages from companies.
3
 For companies it is important to find efficient ways to 
identify and control such influencers since more and more customers are getting 
immunized against the traditional marketing messages. A traditional way to 
identify influential people was the execution of a market research study or a 
customer survey, which was and still is a highly cost-intensive endeavor. 
 
                                                 
1 PBS Online, American Experience - Tupperware, 2012, Retrieved: May 12, 2014. 
2 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. IX. 
3 Cp. Godes/Mayzlin, Using Online Conversations to Study Word of Mouth Communication,  
2004, p. 1. 
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These high costs prevented many companies to see influencer marketing as a 
proper option for them to sell products. Three inventions in the digital space 
changed their view towards influencer marketing. First of all, with having access 
to broadband internet connections, the creation of information and media on the 
internet has increased enormously. Secondly the increasing utilization of mobile 
devices such as smartphones or tablets enables influencers to act within seconds. 
The third and last invention would be the break through success of social media 
sites like Facebook or Twitter. These social media websites have changed the way 
information is flowing via networks. Users of social networks rely more heavily 
on information provided by friends or colleagues.
4
 Influencer marketing has got a 
lot more attractive for companies and brands as a way for marketing their 
products thanks to these three stepping stones combined with new analytical 
techniques to identify and control potential Influencers. This thesis focuses on the 
comparison and evaluation of some of those new techniques in a social web 
environment.  
 
                                                 
4 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. XII. 
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2. Influence Marketing  
  2.1. Social Influence  
According to Herbert C. Kelman, Professor of Social Ethics at Harvard 
University, influence or social influence results in a person changing its attitudes 
and actions in order to adapt to its environment. He further defines three different 
types of social influence: compliance, identification and internalization. 
Compliance takes place when a person seems to agree with other people`s 
behaviors and opinions although its real opinion differs from the group one. By 
adopting the expected behavior, the compliant person hopes to receive approval 
from the group. Identification occurs when a person changes its attitude as a result 
of the influence of another person he or she admires. Companies are using 
celebrities to advertise their products by applying the identification influence type. 
The reason for target persons to adapt is the desire to establish a relationship with 
persons they admire or like. Internalization defines the process of a person 
adapting the beliefs and behaviors of other individuals which are influential to 
him or her.
 
Kelman says the reason for this is “because the content of the induced 
behavior – the ideas and actions of which it is composed – is intrinsically 
rewarding.” 5 A major requirement for social influence to take place is the 
existence of obedience. In order to influence a person`s behavior it is necessary 
that this person is obedient. Milgram says in his behavioral study of obedience 
that, ”Obedience is as basic an element in the structure of social life... .Some 
system of authority is a requirement of all communal living… .”.6 Furthermore it 
is also necessary for the influencer person to be persuasive in order to have his 
message converted into action. A person with high persuasion skills is able to 
influence another person`s attitude concerning certain topics with the help of 




                                                 
5 Cp. Kelman H., Compliance, Identification, and Internalization: Three processes of attitude change, 1958, p. 
53. 
6 Milgram S., Behavioral study of obedience, 1963, p. 371. 
7 Cp. BusinessDictionary.com, Persuasion, 2011, Retrieved May 28, 2014. 
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Latané added three parameters able to improve the quality of response to social 
influence in his article, “The psychology of social impact”: strength, immediacy 
and number. One has to answer the following questions in order to define those 
parameters: How important is the influencer group to the individual? How close is 
the physical and chronological relationship of the influencer group to the 
individual? How big is the influencer group?
8
  
  2.2. Influencers / Brand Advocates 
People are more likely to trust so-called experts in specific topic fields. Their 
power of social influence is higher based on the perceived surplus of expertise 
they are supposed to own. A consistency in their behavior and expertise makes 
them more credible in the eyes of other persons. People seek for advice of such 
experts for example in order to buy a product. Those experts can also be called 
opinion leaders or influencers. Katz and Lazarsfeld elaborated a two-step flow 
model of communication in their hypothesis.
9
 Information coming from mass 
media is transferred to mass audiences via opinion leaders. Those opinion leaders 
filter the “important” information from the bulk of information broadcasted by the 
media channels.
10
 Malcom Gladwell distinguishes three different types of 
influencers in his pioneering book, “The Tipping Point”: connectors, mavens and 
salesman. Connectors are people who like to network with other people. Their 
circle of acquaintances consists of people from social, cultural, professional and 
economic areas. They are only a handful of people but the number of people they 
know goes into the several hundred. These so-called connectors are essential in 
order to spread a marketing message in a word of mouth sense.
11
 Mavens are 
people that know a lot about a specific topic and collect topic specific 
information. But what`s just as important is that they are willing to confide this 
information to other interested people. Mavens often get so obsessed with their 
collected information that they start to discover trends in their chosen topic field.
12
 
Gladwell compares them to business brokers saying: “Mavens are really 
                                                 
8 Cp. Latané, The psychology of social impact, American Psychologist 36, 1981, p. 343ff. 
9 Cp. Katz/Lazarsfeld, Personal Influence: The Part Played by People in the Flow of Mass Communications, 
1955, p. 309. 
10 Cp. Katz/Lazarsfeld, Personal Influence, 1957, p. 21. 
11 Cp. Gladwell, The Tipping Point, 2001, p. 38. 
12 Cp. Gladwell, The Tipping Point, 2001, p. 62. 
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information brokers, sharing and trading what they know".
13
 Gladwell`s third type 
of influencers are the so-called salesmen. Salesmen are professional negotiators. 
Their field of skill lies in persuading others who are undetermined about making 
decisions. They have charismatic personalities making others want to approve 
their opinion.
14
 Another definition for influencers was made by Ahonen, Kasper 
and Melko in their 2004 book “3G Marketing”. They coined the term “alpha 
users” for people that are well connected in their community and try to keep 
everybody else in their community informed as well. Alpha users
 
are supposed to 
start communications about certain topics which eventually kick-off trends among 
the community. Ahonen, Kasper and Melko
 
define alpha users as “…network 
hubs or concentration points connecting human networks.” 15 If a company 
achieves to identify and control influencers or alpha users, their next goal is to 
develop those influencers into so-called brand advocates or brand 
ambassadors. Contrary to influencers, who can affect customer decisions in 
positive as well as negative ways, brand advocates present a brand or a company`s 
products solely in a positive manner. They believe in the product they are 
advertising and want their favored company to succeed furthermore.
16
 These 
brand advocates are impacting the decision makers the most when it comes to the 
purchase decision. A major difference to influencers is that they are not chosen by 
the company, but they themselves chose the company they want to represent. 
Brand advocates are a lot more cost effective and they don`t need that much 
management than influencers do.
17
 
  2.3. Emotionial Connections 
The major share of our decisions made in daily life is influenced by emotional 
factors. Emotional decisions overrule the logical ones. May it be about taking a 
new job position, buying a new car or just ordering some food, emotions will have 
a say in every single decision you`ll make. Roger Dooley posted a graph in his 
blog called ”Emotional Ads Work Best” underlining this statement by showing a 
comparison of emotional and rational influenced purchases. According to Dooley, 
                                                 
13 Cp. Gladwell, The Tipping Point, 2001, p. 69. 
14 Cp. Gladwell. The Tipping Point, 2001, p. 70. 
15 Cp. Ahonen/Kasper/Melko, 3G Marketing, 2004, p. 50. 
16 Cp. Janssen, Techopedia.com, Brand Advocate, 2013, Retrieved May 31, 2014. 
17 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in Social 
Media Marketing, 2013, p. 207. 
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emotional marketing messages lead to a successful 31 % in campaign 
effectiveness compared to only 16 % effectiveness for marketing campaigns with 
a rational message.
18
 Brown and Fiorella name the 2013 Super Bowl ad campaign 
of American web hosting company GoDaddy as a perfect example for a 
successful applied emotional marketing event.
19
 The ad`s message was purely of 
emotional nature which lead the campaign being the most successful one during 
the Super Bowl broadcast 2013 both regarding the financial side as well as social 
engagement of customers.
20
 GoDaddy managed to establish an emotional 
connection with the audience, resulting in increasing sales figures for GoDaddy`s 
products.
21
 Establishing emotional connections between a brand and customers is 
important for successfully creating influencers or brand advocates. Only if they 
are emotionally connected with the brand they are willing to recommend a 
company`s product to others and persuade them to buy it. Two elements need to 
be considered in this connection: the “Ikea Effect” and “Emotional Guilt”. The 
Ikea Effect first appeared in a paper resulting from a research experiment by 
Norton, Mochon and Ariely. They claim that people don`t do work or labor 
because they like to do so, but the affection for doing something comes from the 
act itself. One reason is people`s need to feel productive in our society. Not being 
able to accomplish goals does effect the human psyche.
 22
 This is why people 
value a self-built table from Ikea more, than the pre-fixed one from another store. 
Brown and Fiorella say that this effect makes it necessary for companies to 
involve customers and Influencers in the marketing process and use pull-
marketing rather than push-marketing in digital market environment.
23
 Emotional 
Guilt wakes the desire in people to help others they think are in worse conditions 
regarding finance or knowledge.
24
 Influencers feel the need to share their 
knowledge with individuals who are in their eyes less knowledgeable about a 
certain topic or product. 
                                                 
18 Cp. Dooley, Neurosciencemarketing.com, Emotional Ads Work Best, 2009, Retrieved May 29, 2014. 
19 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in Social 
Media Marketing, 2013, p. 22. 
20 Cp. Kotlyar, Sprinklr.com, How GoDaddy Won the Super Bowl, 2013, Retrieved May 29, 2014. 
21 Cp. Wasserman, Mashable.com, GoDaddy Posts Biggest Sales Day in History After Super Bowl Ads Run, 
2013, Retrieved May 29, 2014. 
22 Cp. Norton/Mochon/Ariely, The “Ikea Effect” - When Labor Leads to Love, 2011, p. 4. 
23 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in Social 
Media Marketing, 2013, p. 24. 
24 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in Social 
Media Marketing, 2013, p. 26. 
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  2.4. Word of Mouth  
When it comes to influencing customer decisions, word of mouth is seen as an 
important factor and therefore it is a valuable tool regarding influencer marketing. 
It may seem similar to influencer marketing but it is not the same. Information 
overload forces consumers to drain down the amount of information until they 
receive their desired kind of information. They do so by consulting people they 
think are knowledgeable to them in some way.
25
 Results from the “Nielsen Global 
Survey” conducted in 2007, confirm that the type of advertisement people have 
the most trust in is word of mouth.
26
 Therefore the aim for companies is to get 
people talking to others about their brand in order to spread their message almost 
like a virus.
27
 But what`s important about word of mouth is from whom the 
message is coming and how it is delivered. In word of mouth marketing, the 
message is not directly coming from the company but from a normal person who 
is not associated with the company he or she is promoting the product for.
28
 
Electronic word of mouth is able to spread messages within minutes all over the 
world.
29
 Companies can use word of mouth marketing by rewarding particular 
influential persons initiating conversations about a brand or a product. If a 
company is able to identify and control the right influencer to spread its message, 
word of mouth is a low-cost marketing tool, able to reach millions of people and 
impact them in their decision making process. 
  2.5. Influencer Marketing 
Chris Anderson says in his book “We’re entering an era of radical change for 
marketers. Faith in advertising and the institutions that pay for it is waning, while 
faith in individuals is on the rise. ”.30 Customers have lost the trust in traditional 
marketing since the number of brands out there has increased enormously in the 
last decade. Another reason for lack of trust in brands and their direct marketing 
messages is that companies started producing their products globally. With 
                                                 
25 Cp. Cakim, Implementing Word of Mouth Marketing – Online Strategies to Identify Influencers, Craft 
Stories and Draw Customers, 2010, p. 3. 
26Cp. Nielsen.com, Word of Mouth. The Most Powerful Selling Tool: Nielsen Global Survey, 2007, 
Retrieved June 3, 2014. 
27 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 138. 
28 Cp. Dichter, How Word-of-Mouth Advertising Works, Harvard Business Review 44, 1966, p. 147–166. 
29 Cp. Kietzmann/Canhoto, Bittersweet! Understanding and Managing Electronic Word of Mouth, Journal of 
Public Affairs 13, 2013, p. 146–159. 
30 Anderson, The Long Tail: Why the Future of Business Is Selling Less of More, 2008, p. 98. 
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manufacturing relocated to cheap labor countries, quality standards have 
decreased, driving customers to mistrust the companies they used to trust. 
Customers are able to inform themselves about prices and quality of a certain 
product within seconds via Google giving them the power instead.
31
 Those 
circumstances forced companies to rethink their traditional marketing approach. 
Brown and Hayes say that most companies` approach to marketing is simply 
outdated. Putting out as many messages as possible and wait for people to buy 
doesn`t work anymore.
32
 Due to the lack of trust in companies, people turn to the 
ones they can trust, their peers, friends or experts from whom they think they will 
receive good advice. So companies need to focus on those people who influence 
their customers. Influencer marketing helps companies to identify and control 
Influencers. After a company has identified the right Influencer for its target group 
they have to implement “Marketing to Influencers”, “Marketing through 
Influencers” and “Marketing with Influencers”.33 “Marketing to Influencers” 
focuses on finding out more about possible influencers because it`s not likely that 
they are already customers. Hayes and Brown ask four questions to create a rough 
influencer-profile. Which topics are they interested in? What persons do they 
influence in detail? What kind of customer decisions do they influence? When do 
they influence the customer in the purchase life cycle?
 34
 After answering these 
questions, a company will get a better understanding about which influencers they 
should focus their marketing on. After creating the correct messages a company 
has to pass the message correctly by approaching them in their “natural” 
surroundings.
35
 “Marketing through Influencers” describes the ways and methods 
of how to control a company`s influencers and make sure they deliver the correct 
marketing messages in a proper way suiting the company`s corporate ethics.
36
 To 
make sure they do so, the company has to find the fitting tools for transmitting the 
message as well as enough support information regarding your product in case the 
customer wants to know more about a specific product.
37
 “Marketing with 
Influencers” helps companies to convert influencers into brand advocates38. In the 
                                                 
31 Cp. Anderson, Wired.com, Brands: Think People, Not Products, 2005, Retrieved May 31, 2014. 
32 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 3. 
33 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 18. 
34 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 82. 
35 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 87.  
36 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 106. 
37 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 107. 
38 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 121. 
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course of my thesis I will further describe in detail how companies can identify 
and control their influencers in a social web environment. 
3. Social Web 
  3.1. Web Evolution  
The term internet first occurred in 1974 when Kahn and Cerf implemented a 
communication system for computers calling it “The Internet”.39 Since then this 
by-product has evolved big time. The first evolution stage was the so-called 
“Web 1.0” with the web being a one-dimensional medium for sharing and 
searching information. To search for data like videos and pictures metadata was 
used to describe the content of a website nurturing the success of companies like 
Google or Amazon. Links helped users to get from one page to another making 
the search process for data a lot easier.
40
 According to an online study of ARD 
and ZDF, 54.2 million people in Germany use the internet on a daily average basis 
of 169 minutes.
41
 The communication flow in a marketing sense was going 
strictly in one direction, from the company creating marketing content to the 
customer receiving it. Web 1.0 made it a lot easier for customers to get 
information about certain products they might buy. At once producers could not 
rely on customers to buy only in their local shops because suddenly new 
competitors occurred via the internet market place. This one way communication 
model via the internet changed radically when websites like Myspace and 
Facebook came to the scene and made the internet social.
42
 “Web 2.0” or the 
“Social Web” was born when people have become able to create content instead 
of just consuming it. The amount of user-created content, reached new heights 
with people voluntarily sharing information in the form of videos, wikis or 
ratings.
43
 The term Web 2.0 was first announced publicly at the “Web 2.0 
Conference” during a brainstorming session by Tim O`Reilly and “Medialive 
International”. The result was a concept of “The Web as A Platform” naming Web
                                                 
39 Cp. Moreau, About.com, The Evolution of the Web in 1000 Words, 2013, Retrieved June 1, 2014. 
40 Cp. Gray, Louisgray.com, The Third Wave of The Web Will Be Uniquely Personal, 2010, Retrieved June 
1, 2014. 
41 Cp. Eimeren/Frees, Rasanter Anstieg des Internetkonsums – Onliner fast drei Stunden im Netz, Media 
Perspektiven 2013, 2013, p. 359.  
42 Cp. Gray. 
43 Cp. Krumm/Davis/Narayanaswami, User-Generated Content, Pervasive Computing, 2008, p. 10. 
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2.0 successor-services for Web 1.0 products like Netscape or Akamai.
44
 What 
makes the difference for users of Web 2.0 services is the ability to be a part of the 
whole process of creating new information. Social networking sites, user created 
websites or blogging services enable them to enrich the overall user experience 
and stimulate others to participate as well.
45
 The assurance that the content is not 
exclusively created by companies but by average people who may have the same 
interests gives people reason to trust their peers when it comes to deciding what to 
buy or at which restaurant to eat. The social interaction side of Web 2.0, the so-
called Social Web, and its instruments will be discussed more detailed in the next 
chapter. 
  3.2. Social Media Today 
Mark W. Schaeffer names three “types of revolutions” in the digital age regarding 
influencers. The first one being the invention of the internet enabling people to 
gain information in no time and the second one being the increasing use of mobile 
devices with internet connections enabling people to go online anytime and 
almost everywhere.
46
 As already mentioned people in Germany are using the 
internet for an average time of almost three hours a day.
47
 Main reason for this 
high number would be the increasing popularity of mobile devices such as 
smartphones or tablet pcs with high-speed internet connections. In only two years, 
Apple sold 40 million pieces of their iPad after its launch in the US market alone, 
closely followed by their smartphones. 45 % of the people who took part in an 
online-study of ZDF and ARD in 2013 admitted that they prefer to go online 
using smartphones instead of normal computers with every second of them being 
between the age of 14 and 29.
48
 A study of American “PewResearch Internet 
Project” from 2013 showed that 73 % of online users are registered on one social  
 
                                                 
44 Cp. O`Reilly, Design Patterns and Business Models for the Next Generation of Software, 2005, Retrieved 
June 1, 2014. 
45 Cp. Hinchcliffe, Webarchive.com, The State of Web 2.0, 2006 Retrieved June 1, 2014. 
46 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. XII. 
47 Cp. Eimeren/Frees, Rasanter Anstieg des Internetkonsums – Onliner fast drei Stunden im Netz, Media 
Perspektiven 2013, 2013, p. 359. 
48 Cp. Eimeren, „Always On“ - Smartphone, Tablet & Co. als neue Taktgeber im Netz,  Media Perspektiven 
2013, 2013, p. 386. 
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networking site
49
 and about 42 % are using several social networking services. As 
shown in figure 1, Facebook is by far the most popular service among social 





Figure 1: Social Media Sites, 2012-2013, Source: http://www.pewinternet.org/2013/12/30/social-media-
update-2013/#fn-6228-1 (June 2, 2014) 
Companies trying to identify their target groups or influencers on social 
networking services need to recognize the demographic differences occurring 
among the different websites. Facebook attracts people from different 
demographic backgrounds. The biggest part of Pinterest users for example are 
females. Instagram and Twitter are more common among young people whereas 
individuals with a higher level of education and income are registered at 
LinkedIn.
51
 Looking at the interactive side shows that 46 % of internet users 
between 30 and 49 years are posting content created by themselves while 41 % of 
the same age group repost content belonging to others.
52
 People`s trust in 
                                                 
49 Cp. PewResearch Internet Project, Social Networking Fact Sheet, 2013, Retrieved June 2, 2014. 
50 Cp. Pew Research Internet Project, Social Media Update 2013, 2013, Retrieved June 2, 2014. 
51 Cp. Pew Research Internet Project, Social Media Update 2013, 2013, Retrieved June 2, 2014. 
52 Cp. Pew Research Internet Project, Social Networking Fact Sheet, Retrieved June 2, 2014. 
  12 
consumer-generated content will increase according to a 2008 study by the 
“Trusted Media Index” (Cp. Figure 2).  
 
Figure 2: Consumer Trust in Media, Source: Implementing Word of Mouth Marketing – Online 
Strategies to Identify Influencers, Craft Stories and Draw Customers, p. 5 (2010) 
With more and more content created by consumers and therefore trust in social 




  3.3. Social Media Tools 
It is not the social web itself that influences customer decisions but the content 
and the people who create this content.
54
 Since the after all aim for companies is 
to increase their sales, we will have a look at those online services, which have the 
biggest influence on the purchase decision. According to the “Technorati Digital 
Influence Report 2013”, blogging is the most influential social web tool, followed 
by social networking service Facebook as well as groups or forums (Cp. Figure 
3). In this chapter we are going to have a detailed look at important social web 
tools influencers can use to spread marketing messages via the internet.
                                                 
53 Cp. Cakim, Implementing Word of Mouth Marketing – Online Strategies to Identify Influencers, Craft 
Stories and Draw Customers, 2010, p. 6. 
54 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 148. 
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Figure 3: Online Services Most Likely to Influence A Purchase, Source: 
http://technoratimedia.com/report/2013-dir/ (June 3, 2014) 
 
3.3.1. Blogs  
As already mentioned, content is a major factor creating influence. Weblogs or 
blogs are the easiest way for individuals to create and share personal content.
55
 
Entries in blogs are usually displayed in an inverse order, starting with the oldest 
entry and finishing with the current. Blogs exist in the form of so-called single-
author blogs, with an individual person being responsible for the content 
publicized and multi-author blogs, created by several authors publishing the 
content in a more professional manner. With more and more companies using 
blogs as a marketing tool, the number of single-author blogs is decreasing and 
multi-author blogs are getting more and more popular.
56
 Comparing single-author 
blogs and multi-author blogs in terms of being a tool for influencers to spread 
marketing messages, single-author blogs are more likely to create personal 
connections with readers since they don`t suppose a company writing it. Multi-
author blogs however are able to cover a wider range of topics and keep readers 
                                                 
55 Cp. Gillin, The New Influencers – A Marketers Guide to the New Social Media, 2009, p. 5. 
56 Cp. Sheridan, Thesaleslion.com, The Content Arms Race and the Death of Single Author Blogs, 2013, 
Retrieved June 6, 2014.  
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updated more regularly.
57
 Normally, bloggers cover a specific topic of interest 
like for example fashion or music in their blog from which they don`t differ. 
Apart from these topical blogs there are also blogs mainly including a special type 
of media like videos or photos called v-logs or photo-blogs respectively.
58
 
Corporate-blogs are written by companies or brands to keep their customers 
updated and market their products.
59
 What attracts people to use blogs for sharing 
their content is that most providers don`t charge any fee for using their service. 
The three most popular free online blogging platforms are Wordpress.com, 
Blog.com or Google`s Blogger followed by many other similar services.
60
 The 
type of blog that got extremely popular recently is the micro-blog. The significant 
difference between blogs and micro-blogs lies in the size of the shared content. 
Micro-bloggers share their messages with a maximum of about 140 signs per blog 
in a higher frequency than they do on traditional blogs.
61
 Usually the messages 
also contain information about the author and the date or origin of the post.
62
 
Twitter is probably one of the most famous services in the micro-blogging sector
63
 
with 255 million users worldwide actively posting via Twitter in the first quarter 
of 2014.
64
 If a user is interested in receiving messages or so-called Tweets from 
another user, he or she has the option to “follow” this person in order to do so. 
Another option would be “re-tweeting” someone`s post if the post seems 
interesting by sharing foreign content via your own account. The more followers a 
blogger has, the faster his message will spread via the blogger network.
65
 This 
feature makes especially micro-blogs an interesting tool for influencers to share 
their views. Content quality of blogs is usually very high, since the bloggers 
themselves have some kind of professional honor and their ego drives them to 
post good quality content to compete with other bloggers for influence among 
readers.
66
 Important factors determining whether readers will trust and follow a 
                                                 
57 Cp. Snell, Blogtrepreneur.com, Single-Author Blogs VS: Multi-Author Blogs, 2008, Retrieved June 6, 
2014. 
58 Cp. Problogger.com, 52 Types of Blog Posts that are Proven to Work, 2011, Retrieved June 6, 2014. 
59 Cp. Onlineblog.com, Types of Blogs, 2012, Retrieved June 6, 2014. 
60 Cp. Uzayer, Sixrevisions.com, Top 10 Free Online Blogging Platforms, 2012, Retrieved June 6, 2014. 
61 Cp. Kaplan/Haenlein, The early bird catches the news: Nine things you should know about Micro-
Blogging. Business Horizons 2011, 2011, p. 105-113. 
62 Cp. Lohman et al., Gurugrounds.com, Top 10 Microblogging Sites, 2014, Retrieved June 6, 2014. 
63 Cp. Timely, Visual Analysis of Microblog Content Using Time-Varying Co-occurrence Highlighting in 
Tag Clouds, 2012, p. 1. 
64 Cp. Statista.com, Number of monthly active Twitter users worldwide from 1st quarter 2010 to 1st quarter 
2014 (in millions), 2014, Retrieved June 6, 2014. 
65 Cp. Hirsche, Mom This Is How Twitter Works, 2014, Retrieved June 6, 2014. 
66 Cp. Gillin, The New Influencers – A Marketers Guide to the New Social Media, 2009, p. 5. 
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certain blogger are his style of blogging and his “voice” of writing. Blogs about 
different topics will have a different style or voice of blogging.
67
 A business blog 
for example will be written in a lot more formal style compared to a fashion blog. 
Blogs are consisting of so-called permalinks making them highly flexible 
compared to a website and most of all these permalinks make it a lot easier for 
internet users to find these blogs with the help of search engines. Google`s Page 
Rank algorithm is strongly observing these permalinks, so if a blogger is highly 
active on his blog, this will help the blog to rise up in Google`s search result.
68
 
Therefore the individual, publishing the content, is responsible for his blog 
succeeding or failing by monitoring his style and quality of blogging as well as his 
frequency of doing so. Companies can try to identify their desired influencers on 
normal blogs or on micro-blogging platforms like Twitter according to the topics 
they share and the number of followers they have.  
3.3.2. Social Networking Services 
Social networking services give people the ability to create their own personal 
profile where they share information about themselves like hobbies, fields of 
interest or other personal data. The reason for doing so is the wish to find 
likeminded people from all over the world and connect with them via the social 
networking service of their choice.
69
 Over time many types of social networking 
services have been created but most people use them for fostering professional or 
social connections. The most popular professional network would be LinkedIn 
where users can create a profile with information about their career and most 
importantly establish ties.
70
 What`s the good thing about having connections on 
LinkedIn is that they, compared to many Facebook connections, are real. “…each 
of your direct connection knows who you are…. The likelihood is that they`d be 
happy to recommend you to their connections…”71 LinkedIn is therefore a good 
tool for identifying business to business influencers but since the focus of this 
thesis lies on finding business to customer influencers another social networking 
service is of much bigger interest here, Facebook. As of January 2014, more than 
1.184 million people used Facebook worldwide followed by the Chinese 
                                                 
67 Cp. Gillin, The New Influencers – A Marketers Guide to the New Social Media, 2009, p. 9. 
68 Cp. Gillin, The New Influencers – A Marketers Guide to the New Social Media, 2009, p. 7. 
69 Cp. Itwissen.info, Soziales Netzwerk, 2014, Retrieved June 7, 2014. 
70 Cp. White, What Types of Social Network Exist?, 2014, Retrieved June 7, 2014. 
71 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 167. 
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networking service QZone counting 632 million users.
72
 Facebook has become a 
major player when it comes to online marketing for companies. Facebook`s effect 
on adding value in the German economy alone, accounted for 2.6 billion euros in 
2011.
73
 People can post videos, picture or short messages from their profiles in 
order to inform friends and family about certain topics of interest. If posts are 
interesting, users can like the post or even repost it. Privacy problems have 
recently reduced common trust in social networks since most services are storing 
all information which is posted. This fact however doesn`t prevent so-called 
experts from posting more frequently about a certain topic. 
3.3.3. Groups & Forums 
Groups or forums are special types of online communities where people of 
similar interests gather and share news and information in the form of text, 
video, pictures. If users have problems, they can ask questions in threads, 
segmenting the main topic of the forum into several subtopics. Other users have 
the option to answer questions directly. To preserve some kind of order in the 
community, moderators monitor threads and posts to prevent spamming or rude 
behavior among members.
 74
 Since such forums and groups attract mainly users 
with specific topic expertise, companies have discovered them as a way to gather, 
identify and control influencers. 
3.3.4. Others 
There are many other social web tools existing able to influence purchase 
decisions of consumers besides the ones mentioned before. Services like 
Wikipedia or YouTube are often mentioned as well. But both services have the 
problem that their exercise of influence is only controllable to a certain degree. 
The major problem with Wikipedia comes from the fact that basically everybody 
is able to post an entry. The anonymity of the authors creating the content and an 
inconsistent citation leads to partially incorrect articles. People`s trust in 
                                                 
72 Cp. Statista.com, Leading social networks worldwide as of January 2014  ranked by number of active users 
(in millions), 2014, Retrieved June 7, 2014. 
73 Cp. Statista.com. Facebook`s economic impact in selected European countries based on gross value added 
in 2011(in billion euros), 2014, Retrieved June 7, 2014. 
74 Cp. Kyrnin, About.com, Why Create an Online Community ?, 2014, Retrieved June 7, 2014. 
  17 
Wikipedia articles is therefore declining as well as their influence on readers.
75
 
YouTube may be a good tool for influencers to embed videos in their blogs, social 
networks or forums, YouTube itself is not helpful to influence direct purchase 
decisions. Why? The answer is that users don`t visit YouTube with the primary 
attention to inform themselves about a product before they purchase but they use 
it more on a sporadic basis.
76
  
4. Customer Journey 
The main reason why companies have the desire to identify and control 
influencers is because they want to generate sales. If a customer receives a 
marketing message from a conventional marketing medium or an influencer, there 
is no guarantee that he or she will actually purchase the advertised product. The 
customer`s reaction to an influencer`s message will be different depending on 
where he is located in the customer journey. The customer journey or as some 
call it in connection with online purchases, the “purchase funnel”77, basically 
describes the path a customer is going, receiving the marketing message at the 
start, buying the product somewhere on the path and being an advocate for the 
product at the destination. In the following I`m going to describe the customer 
journey model elaborated by management consultant firm McKinsey with its five 
phases: awareness, familiarity, consideration, purchase and loyalty.
78
  
  4.1. Awareness 
Due to the flood of new products and brands advertised, consumers have learned 
to ignore most marketing messages. For this reason it is necessary for the 
company to find a way to make the customer aware of its products. Consumers 
are aware of many products due to receiving marketing messages every day 
without even having the intention of buying a product of a certain brand. This 
state is defined as the awareness phase.
79
                                                 
75 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 170. 
76 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 166. 
77 Cp. Marketing-made-simple.com, The Purchase Funnel, 2011. Retrieved June 8, 2014. 
78 Cp. Court et al., McKinsey.com, The consumer decision journey, 2009, Retrieved June 8, 2014. 
79 Cp. Court et al., McKinsey.com, The consumer decision journey, 2009, Retrieved June 8, 2014. 
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  4.2. Familiarity 
In this phase the customer has the desire to get more information about a certain 
product or brand he may or may not buy in the end. Researching for detailed 
product and brand information, on the internet or by asking peers, is the main 
activity for the customer in this stage of the journey.
80
 
  4.3. Consideration 
After researching for different product varieties, it is now time for the customer to 
reduce the number of possible purchase options. Every consumer has his own set 
of criteria to narrow down the list of possible products. The brands that are in the 
list of possible purchases during the whole customer journey are more likely to 
sell their product in the end. Comparing different prices or the quality of a product 
helps people to identify the best possible purchase.
81
 
  4.4. Purchase 
The final decision to purchase a product does often not happen until the last 
minute when the customer is in the online or offline store. After the final product 
check in the store, the customer will hopefully buy the company`s product. Big 
influencing factors besides quality and price, factors like attractive packaging or 




  4.5. Loyalty 
Customers that have bought a product of a specific brand or company will or will 
not buy another product of that company depending on the experiences they make 
with that product. If their product experience has not been satisfactory they are 
very likely not to buy anymore products of that same company. If the product 
experience was however good, the theory of McKinsey consulting says, that there 
are two types of loyal people: active-loyal and passive-loyal ones. Somebody is
                                                 
80 Cp. Court et al., McKinsey.com, The consumer decision journey, 2009, Retrieved June 8, 2014. 
81 Cp. Court et al., McKinsey.com, The consumer decision journey, 2009, Retrieved June 8, 2014. 
82 Cp. Court et al., McKinsey.com, The consumer decision journey, 2009, Retrieved June 8, 2014. 
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active-loyal when he or she doesn`t even think of buying products from another 
brand when it comes to a new purchase decision. Active loyalty means that people 
consider buying a product of the same brand again but they are comparably open 
to buy a similar product from a competitor company.
83
 
5. Influencer Categories  
Companies from different industrial branches need miscellaneous influencers to 
reach their customers. For example, a person influential in the automotive sector 
is less likely able to influence customers in the creative or musical sector and so 
on. In the following chapter I will try to distinguish several types of influencers by 
defining and applying several different criteria. 
  5.1. Macro- & Micro-Influencers 
Macro-influencers can be described as those influencers who have the ability to 
spread messages or brand awareness quickly among a mass of possible 
customers.
84
 A typical macro-influencer would be famous NBA star Kobe 
Bryant just as well as someone who gathers millions of followers by just blogging 
about random things like American graphic designer Calvin Lee.
85
 Macro-
influencers may reach many people with their message but they are not very likely 
to influence people`s purchase decisions. The main reason for this could be that 
their followers don`t have a personal connection to them because macro-
influencers are not connected to the customer`s direct social environment.
86
 
Macro-influencers need the help of micro-influencers to have their message 
impact a purchase decision and therefore they have to get into the social 
environment of a possible customer in order to persuade those micro-influencers. 
Micro-influencers can be “normal” persons with people coming from the circle of 
                                                 
83 Cp. Court et al., McKinsey.com, The consumer decision journey, 2009, Retrieved June 8, 2014. 
84 Cp. Newman, SAP.com, Who Are Micro Influencers And Do We Need Them ?, 2014, Retrieved June 10, 
2014. 
85 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. 6. 
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family and friends having the biggest impact on increasing product awareness and 






Figure 4: Global Percentage of Channels Influencing Purchases, Source: 
http://www.nielsen.com/us/en/newswire/2013/a-multi-mix-media-approach-drives-new-product-
awareness.html (June 10, 2014) 
The key here is that micro-influencers benefit from the power of emotional- or 
social contagions. Emotional contagion takes place when one person`s feelings 
about a situation or a certain product are being infected by those of another 
person.
89
 In 2012, Norwegian mobile operator Telenor conducted a survey about 
people`s purchase behavior regarding mobile phones as well as the factors 
influencing such a purchase. After comparing both iPhone and Android users, the 
results showed that the iPhone users were a lot more contagious when it came to 
purchasing a new iPhone. If only one Telenor customer owned an iPhone, it 
multiplied the odds by 14 times that one of his friends or family members would 
also have bought one due to emotional contagion regarding the product 
experience.
90
 Therefore it is necessary for companies not only to focus on macro-
influencers, although they are a lot less cost effective to handle, but the supreme 
discipline for them is to identify and control micro-influencers in the closest social 
environment of their customers. 
  5.2. Bad Influencers 
Companies try to find and reach out to influencers in order to improve their brand 
image and to increase sales numbers. After finding the right influencer a company 
wants him to represent them in their favor. But what happens if an influential 
person speaks bad about a company`s product or a brand, sometimes with the 
                                                 
87 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in Social 
Media Marketing, 2013, p. 90. 
88 Cp. Nielsen.com, A Mulit-Mix Media Approach Drives New Product Awareness, 2013, Retrieved June 10, 
2014. 
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affected company not even knowing about it. One good example would be US-
company Kryptonite which is mainly producing high priced locks for bikes. 
Chris Brennan posted a video in a bike forum showing him opening an allegedly 
safe lock in no time with nothing else than a single BIC pen. Other videos 
appeared throughout the internet soon after the initial forum post with more and 
more blogger posting about the issue. Finally mainstream media took the topic to 
the broad mass leading to a blogstorm. Kryptonite`s biggest mistake was that 
they did not react until the incident reached the mainstream media. The incident 
hurt the company`s reputation as a producer of qualitative products and cost them 
an estimated $10 million (Cp. Figure 5). 
 
Figure 5: Kryptonite`s Blogstorm, Source: Fortune Magazine, p. 8 ff. (2005) 
One year later, in 2005, a similar event happened related to personal computer 
producer Dell. A blogger named Jeff Jarvis publicized his negative experience 
with the company. He soon was confirmed in his opinion by other internet users 
commenting his post. The term “Dell Hell” was created and appeared first place 
in the Google search results even leaving the company`s corporate website 
behind.
91
 Like in the Kryptonite case, Dell didn`t take the impact of a single  
                                                 
91 Cp. Sharma, Wordpress.com, The Dell Hell Case Study – How To Turn Negative Into Positive?, 2012, 
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blogger serious until the whole thing was again picked up by the mainstream 
media. But how Dell handled the whole thing was a lot different to how 
Kryptonite did. They took the opportunity to change their customer relationship 
strategy and started conversations with influential bloggers like Jarvis or their 
customers. With the “Direct 2 Dell” they even created their own blog to 
communicate and prevent further blogstorms to happen.
92
 In the end Jarvis 
recognized Dell`s will to change for the better and found approving words for 
their effort in his blog.
93
  
  5.3. Online-Influencers 
Many have tried to define categories for influencers active in the social web and 
therefore there are many different labels for those influencers. Social scoring 
service Klout published a graph showing not less than 16 different types of 
online-influencers.
94
 Traackr, another scoring service I`m going to describe in 
more detail later, defined ten different influencers naming them “The Many Faces 
Of Influence“.95 Experts however have broken down those many different 
categories into a number of the five most relevant ones. In the following I`m 
trying to name the most common categories distinguished in the social web. Let`s 
start with the “Networker” or as some call it, the “Social Butterfly”.96 A Social 
Butterfly is a person whose utmost concern is to connect with as many different 
persons with the help of any channel available. Since networking is their primary 
goal, they don`t limit themselves with just talking about a specific topic, but they 
are trying to cover several topics to gather as much followers as possible.
97
 Due to 
their vast network in different directions, they can provide help or solve problems 
fast. Yet another influencer category is represented by the “Thought Leader” or 
“Opinion Leader”. Those influencers can be the most valuable ones for a 
company since they are the ones who own what is key for successful influencing 
customer`s purchase decisions, the trust of those customers. They are the 
specialists in their topic field and are therefore followed on their blogs or social 
                                                 
92 Cp. Cakim, Implementing Word of Mouth Marketing – Online Strategies to Identify Influencers, Craft 
Stories and Draw Customers, 2010, p. 11. 
93 Cp. Jarvis, Dell Hug, 2006, Retrieved June 9, 2014. 
94 Cp. Morin, Socialmediatoday.com, Social Media Influencers or Ambassadors? How to Identify Them, 
2013, Retrieved June 11, 2014. 
95 Cp. Traackr.com, The Many Faces Of Influence, 2013, Retrieved June 11, 2014. 
96 Cp. Morin, Socialmediatoday.com, Five Types of Social Media Influencer, 2012, Retrieved June 11, 2014. 
97 Cp. Frasco, Convertwithcontent.com, Influencer Marketing Strategy – An Overview, 2013, Retrieved June 
11, 2014. 
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networks by heaps of people.
 
Those influencers are not easy for brands to recruit 
since they are very much in demand. It is more like that they will choose a 
company they want to represent and which is helping them to improve their 
reputation.
 98
 A third category would be those influencers who are always eager to 
try new types of social web tools for spreading their messages, the 
“Trendsetters”.99 The “Reporters” or “Broadcasters” exist in the form of 
bloggers or reporters throughout the social web. They are specialized in certain 
topics and they mostly write for a living. They are also the source of information 
for other influencers who cite them in their blogs and articles throughout the 
web.
100
 “Customers” are the people who actually buy the product and have 
everyday experiences which they will share with other potential customers.
101
 
They are not as valuable for a company when it comes to number of followers and 
network size but they are the micro-influencers, owning their friend`s trust. Peers 
will first ask them for recommendations regarding a purchase and their opinion is 
going to have a big impact on that final decision. 
  5.4. Topical-Influencers 
“Topical-influencers” or “industry-influencers” are those people who have a 
large following in social media, based on their credibility in a specific topic or the 
status they have in an industry sector. Those influencers are very important for 
companies to watch out for because their impact in a specific industry sectors can 
decide about the success or the failure of a brand or a product. Topical-influencers 
are what has been defined in the previous chapter as the thought leaders of their 
industry or their community. They often publish articles on topic specific blogs 
like Autoblog.com, aiming at people interested in cars or TechCrunch.com 
attracting technology affected readers. Nowadays, customers prefer to look for 
information on blogs instead of reading “normal” topic websites. Gillin says that 
nowadays topical blogs about media or electronics are “the most popular and 
                                                 
98 Cp. Barone, The 5 Types of Influencers On The Web, 2010, Retrieved June 11, 2014. 
99 Cp. Morin, Social Media Influencers or Ambassadors? How to Identify them, 2013 Retrieved June 11, 
2014. 
100 Cp. Morin, Social Media Influencers or Ambassadors? How to Identify them, 2013 Retrieved June 11, 
2014. 
101 Cp. Frasco, Convertwithcontent.com, Influencer Marketing Strategy – An Overview, 2013, Retrieved June 
11, 2014. 
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commercially influential” ones in the blogosphere.102. The Nielsen Group made a 
12 month study comparing the traffic created on Autoblog.com and the car topic 
website Motortrend.com. Results showed that the traffic on the blog websites was 




Figure 6: Website Traffic Autoblog.com / Motortrend.com, Source: 
http://www.nielsen.com/us/en/insights/news/2009/automotive-blogs-engage-enthusiasts-in-unique-ways-
show-potential-to-increase-influence.html (June 6, 2014) 
If a company manages to get topical-influencers talk about their products it is very 
likely to affect customer`s purchase decisions. Even if some of those influencers 
have a relatively small following compared to other influencers, they have a lot 
more impact on their follower`s decisions because they are trustworthy due to 
their expert knowledge. Popular topic- or industry leaders can be famous persons 
as well as persons only known by people in a certain community.
 104
 LinkedIn, as 
a social networking platform where people from different industries tie their 
connections, has recognized the importance and the potential of industry-
influencers, giving them a platform to share their thoughts with others. Celebrities 
from different industry sectors like Richard Branson or Bill Gates post articles
                                                 
102 Cp. Gillin, The New Influencers – A Marketers Guide to the New Social Media, 2009, p. 8. 
103 Cp. Nielsen.com, Automotive Blogs Engage Enthusiasts in Unique Ways, Show Potential To Increase 
Influence, 2009, Retrieved June 12, 2014. 
104 Cp. Kissmetrics.com, The Ultimate Guide To Targeting Twitter Users and Connecting With Influencers, 
2014, Retrieved June 12, 2014. 
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6. Methods to Identify & Control Influencers 
  6.1. Social Networking Potential 
“Social Networking Potential” was one of the earliest attempts to create a 
numerical ranking of individuals according to the size of their social network as 
well as their power to execute influence throuhout this network. The algorithm, 
developed by Bob Gerstley, analyses a person`s online memberships, activities in 
a network or the content he or she publishes. Social Networking Potential is a 
single number calculated by including the named criteria into a mathematical 
calculation.
106
 Social Networking Potential helps companies to classify and rank 
possible influencers before contacting them. The higher a person`s Social 
Networking Potential is, the more likely is he to spread a company`s marketing 
message and to influence customers. Many of the social scoring platforms 
described later in this thesis, are using some kind of Social Networking Potential 
calculation to identify and rank macro-influencers in the social web environment. 
  6.2. Social Scoring Platforms 
With the rise of social media many new services have emerged for measuring 
people`s influence throughout the web. Social scoring services like Klout or 
PeerIndex are both loved and hated in the business world. Some companies even 
check the Klout rank of a possible new employee before hiring. Other companies 
however say that only relying on someone`s online-influence, without taking his 
offline-influence into account, is simply not enough for effectively influencing 
customer`s purchase decisions. In the following, I`m going to describe some of 
the more established social scoring platforms on which I created my own profiles 
in order to get a better understanding of how their algorithms work.  
                                                 
105 Cp. Read, LinkedIn.com, You Gain Respect in Drops, But Can Lose It In Gallons, 2014, Retrieved June 
12, 2014. 
106 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. 90. 
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6.2.1. Klout 
Klout was founded in 2008 by Joe Fernandez in San Francisco and has since 
gained the major share on the social scoring market. In February 2014, Lithium 
Technologies bought Klout enabling them to further increase their market-
share.
107
 Klout is collecting around 12 million information signals like tweets or 
comments publically available from services like Facebook, Twitter, LinkedIn, 
Instagram, Google+ or Foursquare, providing that the user is operating a profile 
on one of these services. Public services like Bing or Wikipedia as well as posts 
from the Klout website itself are equally serving as a source for gaining 
information.
108
 Bing even cooperates with Klout by using Klout`s data to provide 
an additional social sidebar showing people who might be knowledgeable or 
influential in a a topic searched for.
109
 In order to open up a Klout profile, it is 
necessary to have an account on at least one of the just named services. By 
connecting with more services, the user can increase his score. Twitter users don`t 
even have to open up a Klout account themselves, since Klout automatically 
creates a profile for Twitter users. Klout attaches each user a specific “Klout 
Score” between 1 – 100 score points which is calculated according to Klout`s 
confidential algorithm over a time span of 90 days. Important factors having a big 
impact on the score are a person`s frequency of online activity, the ratio of 
reactions to a person`s post versus the overall number of shared posts as well as 




 Klout recently introduced a 
function that makes it possible to share content directly from Klouts webpage. 
Users can choose if they want to share their own selected content or content 
recommended by Klout. Users can choose from different topics of interest and 
Klout will then propose several topic related articles ready to share. Klouts 
algorithm also analyses the content of posts, comments on those posts etc. and 
then assigns topic related articles. A further new option introduced by Klout is the 
so-called “Schedule” option where users can plan up-front, when and what posts 
                                                 
107 Cp. Segall, CNN.com, Lithium Technologies to buy Klout, 2014, Retrieved June 17, 2014. 
108 Cp. Klout.com, The Klout Score, 2014, Retrieved June 17, 2014. 
109 Cp. Sullivan, Bing Relaunches, Features New Social Sidebar, Snapshots, 2012, Retrieved June 25, 2014. 
110 Cp. Brandweiner, Influencer Marketing: Klout vs. Kred vs. Peerindex, 2012, Retrieved June 16, 2014. 
111 Cp. Klout.com, The Klout Score, 2014, Retrieved June 17, 2014. 
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they want to share. To make it easier for companies to identify their desired 
influencer related to their products, Klout displays the user`s topics on his front 
page. Additionally, Klout introduced the “+K-rating”, to give users the option to 
search for other users and assign them a so-called +K. The idea behind the +K-
system is that users rate other users according to their degree of knowledge in a 
certain topic field. The amount of assigned +Ks in a certain topic is also impacting 
the Klout-score level. A major reason for Klout to introduce this system was 
because more and more critical voices appeared, claiming that Klout would only 
measure online-influence but not offline-influence in the real world.
112
 Klout 
offers rewards, so-called “Perks” to users with a higher Klout-score, to 
compensate them for their good “influencer work”. Companies are providing 
products to Klout in order to have influencers receive them as Perks and thus 
eventually increase product awareness among them. Their main intention to 
provide perks to influencers is that they want their desired influencer to mention 
their product among their peers or followers. Klout announced in 2013 the launch 
of an additional service called Klout Business. Companies can use this service to 
identify and reach out to their desired influencers by accessing Klout`s influencer 
data base created with their standard service.
113
 Some companies even provide 
special treatments to persons with a higher Klout score. The Palms Hotel in Las 
Vegas allowed influential guests special benefits while staying at their place, 
hoping them to spread good critics throughout their social web network.
114
 
Companies can count themselves lucky if they manage to convince influencers 
with a high Klout score to speak for their brand. Research conducted by Klout 
showed, that messages and content shared by persons owning Klout scores over 
75 score points had a much bigger impact on their followers. In fact, the content 
those successful influencers shared via Twitter, persisted almost 70-times longer 
than content from weaker influencers.
115
                                                 
112 Cp. Makarsky, Blog.klout.com, Introducing +K: Your Influence is Topical, 2011, Retrieved June 17, 
2014. 
113 Cp. Klout.com, Klout Business, 2014, Retrieved June 17, 2014. 
114 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. 2. 
115 Cp. Schaefer M., Return on Influence: The Revolutionary Power of Klout, Social Scoring and Influence 
Marketing, 2012, p. 132. 
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6.2.2. Example of Use 
Consecutively, I will describe my experience with social scoring platform Klout 
in a short example. Since I`m not too active on social platforms besides Facebook, 
I had to create my Klout profile myself. To increase my online activity measured 
by Klout I created a Twitter account and chose several topics I thought I could be 
of some influence in. After two weeks of excessive posting and sharing, mainly 
on Facebook, my score rose from 12 score points to more than 35 score points. By 
using Klout`s “Create” option to post directly from the Klout website, I was able 
to share more content in less time, since I didn`t have to log into my Facebook 
respectively Twitter account to do so. Klout automatically posted my content on 
both platforms since I linked them to my profile. After posting my content, Klout 
waits and analyses how many reactions I receive on my post in the form of 
Retweets, likes or comments just as well as the amount of clicks on a link in that 
same post (Cp. Figure 7).  
 
Figure 7: Platform Reaction Impact on Score Calculation, Source: http://klout.com/#/measure (June 
25, 2014) 
Klout also displays on which platforms a user receives the most reactions, or in 
my case, if a user receives any reactions on a platform. Since I`m not very active 
on Twitter I have not too many followers reacting on my Tweets. As seen in the 
following graphic, thus 100 percent of my total network contribution is coming 
from Facebook (Cp. Figure 8). 
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Figure 8: Klout Score Network Contribution, Source: http://klout.com/#/measure (June 25, 2014) 
Klout provides a feature allowing me to review the changes in my score history 
of the last 90 days. Figure 9 shows my score history including the huge rise after 
intense sharing activities in the beginning. 
 
Figure 9: Klout Score History, Source: http://klout.com/#/measure (June 25, 2014) 
The higher your score, the more difficult it gets to gain more points. So after more 
than doubling my score in the beginning, I just managed to increase it to about 40 
score points as my highest result so far. Already two days without acting on one 
of the platforms were enough to have my score drop about two or three points. 
Klout provides score details to make users want to increase their score. The score 
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details show the user`s actual score, the lowest and the highest score in the recent 
ninety days as well as the score trend since the last time it was measured (Cp. 
Figure 10).  
 
Figure 10: Klout Score Details, Source: http://klout.com/#/measure (June 25, 2014) 
When using Klout to identify influencers, companies are not staying in direct 
contact with them. Klout basically acts as an interface between brand and 
influencer. The only direct way for them is to browse the many influencer profiles 
on Klout, showing the influencer`s score, the topics where he is influential in as 
well as the networks he is using. Klout assigns different Perks to the various 
influencers, according their score and influencer topic. The higher the score the 
bigger the Perks will become. Perks can be simple things like business cards but 
also test drives with a new car or a trip to Disneyland.
116
 The strong boost of my 
score in the first month gave me the chance to claim my first Perk. The user gets a 
notification as soon as a new Perk is available and in order to claim the Perk it is 
necessary to complete special objectives. In my case I had to submit my postal 
address in order to claim my Perk in form of free business cards printed by 
Moo.com. As already mentioned before, the reason for companies to give free 
stuff to influencers is, because they hope those influencers will mention their 
product throughout their social networks or on Klout. After claiming the Perk, a 
user has the chance to write a product review on the Klout website, visible for 
other Klout users who received the same Perk (CP. Figure 11). Perks and the 
user`s ambition to receive bigger and better Perks is a good way for companies to 
control their desired influencers via Klout and make them spokespersons for their 
brand throughout the web.
                                                 
116 Cp. Klout.com, Klout Perks, 2014, Retrieved June 25, 2014. 
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Figure 11: Influencer Perk Reviews, Source: http://klout.com/#/perks (June 25, 2014) 
The best thing for a company would be if users share their positive experience 
with the product via one of the social networks connected with Klout in order to 
influence their follower base and make them eventually buy this same product. If 
a user posts about receiving a Perk, the post is also shown on Klout`s website 
visible for other influencers to engage them to share information about this 
product as well (Cp. Figure 12). 
 
Figure 12: Instagram Perk Post, Source: http://klout.com/#/perks (June 25, 2014) 
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6.2.3. Kred 
PeopleBrowser`s Kred is Klout`s biggest competitor on the social scoring 
platform market although it was founded 4 years later in 2011. Kred calculates 
two types of data, a person`s influence and outreach to other persons in the social 
web. Kred makes no secret about how they measure and calculate this data unlike 
their competitor Klout, which gives them a leap of faith from marketers and 
brands. Kred analyses data coming from Twitter and Facebook over a time span 
of 1,000 days. In order to open up a Kred account it is compulsory to have a 
Twitter account ready. Additionally it is possible to connect a Facebook profile 
for receiving more influence points. A person`s “Kred Influence Score” is 
displayed on a scale of 1 to 1000 and is impacted by every action a user makes on 
Facebook or Twitter. Each action on one of those platforms gains the user 
influence points which are then added together and converted into the Kred 
Influence Score. Kred has a special system for the allocation of influence points. 
Retweets or replys on Tweets by users with less than 10,000 followers provides 
the Influencer 10 influence points. Actions by people with more than 10,000 
followers provide 25 influence points and even 50 influence points are awarded if 
a user with more than 100,000 followers reacts on a post. New followers give one 
extra point each. Facebook operations from other users like comments, likes or 
shares on posts generate influence points as well.
117
 Users can check how their 
score was calculated according to their online actions to get a better understanding 
of the whole calculation process. The accurate rewarding system is displayed in 
the following graphic. 
 
Figure 13: Kred Facebook Influence Action Score, Source: http://kred.com/rules (June 26, 2014)
                                                 
117 Cp. Kred.com, Kred Scoring Guide, 2014, Retrieved June 26, 2014. 
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As already mentioned Kred does not only focus on a person`s influence but also 
on his outreach, defined by a user`s reaction on tweets and posts of other users or 
more precisely by his activity on Facebook and Twitter. Users can achieve twelve 
different levels of outreach, with outreach points determining the level type. The 
higher a user rises on his outreach level scale, the more difficult it will become for 
him to reach a higher level. It is necessary to hold 100 outreach points for level 
one, 270 points for level two and 2,058,911 outreach points to get to level 11. The 
process to achieve those points is similar to the one described for gaining 
influence points except that now the influencers reactions are measured. 
Retweeting other Tweets, mentioning another user in a Tweet or replying on one 
wins the Influencer ten outreach points. Following another user gives one 
outreach point. Kred is able to capture and allocate those reactions within minutes 
to a user`s Kred score. The system analyses the same Facebook actions mentioned 




Figure 44: Kred Facebook Outreach Action Score, Source: http://kred.com/rules (June 26, 2014) 
If another user is especially credible in a certain topic, there is an option to award 
this user with a so-called “+Kred”. By allocating a +Kred to another person you 
will gain 30 “outreach points” and allocate 70 “influence points” to the other one. 
A further important feature, setting Kred apart from Klout, is Kred`s score 
measurement process. They don`t assign one total score, but calculate scores for 
different topic fields a person is influential in. A user who is influential in sport 
topics might not be very influential in politics and so on. Kred groups its users in 
different topic-communities according to their interests. These communities 
consist of likeminded people who post and tweet about similar topics or have 
similar interests stated in their Kred page biography. Users therefore have a 
“Global Kred Score” which is determined by interactions with all members in 
                                                 
118 Cp. Kred.com, Kred Scoring Guide, 2014, Retrieved June 26, 2014. 
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their social web network independently if they are in their interest community or 
not. The “Community Score” is only determined by interactions of community 
members with similar interests. A user who is influential in sports might have a 
high influencer- and outreach score in the sports community but his score in the 
politics community is low.
119
 Another good way to increase your Kred score is by 
following people with a high outreach level. Kred proposes a influencers with 
high outreach levels that he could add and interact with in order to increase his 
score. Kred tries to include real world actions and influence into its score 
calculation by implementing so-called “Kred Moments”. Kred Moments are 
subdivided into four categories: significant achievements in sports or academics, 
employment accomplishments, charity service and hobbies. A user can achieve 
one of five level grades in each of those four categories.
120
 Kred also uses a 
rewarding system where it assigns special products or services to influential users. 
Kred tries to assign its rewards more accurate to influencers who are more likely 
to be interested in the product or service they receive. Companies can propose 
their reward concept to Kred, who then takes steps to identify the right influencers 
for the reward by analysing public available data like keywords or hashtags from 
social networking platforms.
121
 Companies are provided with lists of possible 
influencers and the exact reason why Kred chose those influencers according to 
their online behavior. This way Kred saves companies a lot of money by giving 
them more control of choosing the right influencer who is more likely to mention 
their product in his web community. If an influencer is still not happy with his 
reward, he has the option of passing his reward to a friend who is presumably 
more interested in the reward.
122
 But Kred`s work doesn`t stop after sending out 
the rewards, far from it. Kred offers companies a service called “Kred for 
Brands” providing them data about for example the “online-buzz” about their 
product, “ROI reporting” or the range of a brand`s campaign among other 
information like age or gender of possible influencers. The following graphics 
show the engagement of influencers associated to the Coca Cola brand including 
mentions, the tendency of users towards the brand (Cp. Figure 15), the top five 
Retweets about the brand as well as the top five retweetet influencers (Cp. Figure 
16).
                                                 
119 Cp. Kred.com, Kred Scoring Guide, 2014, Retrieved June 26, 2014. 
120 Cp. Kred.com, Kred Scoring Guide, 2014, Retrieved June 26, 2014. 
121 Cp. Kred.com, Kred Rewards – Code of Conduct, 2014, Retrieved June 28, 2014. 
122 Cp. Constine, Techcrunch.com, Kred Starts Offering Rewards So Maybe You`ll Finally Give A Damn 
About Your Influencer Score, 2012, Retrieved June 28, 2014. 
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Figure 15: Kred Analysis – Historical Influencer Engagement, Source: 
http://brands.kred.com/?option=com_pages&view=kred_brands&layout=brandhealth (June 28, 2014) 
 
Figure 16: Kred Top 5 Retweets / Retweeted Influencers, Source: 
http://brands.kred.com/?option=com_pages&view=kred_brands&layout=brandhealth (June 28, 2014) 
With Kred for Brands, companies have the option to search for an influencer by 
using several keywords concerning his biography, his location of influence or the 
community he is most influential in as well as the time frame he was most active. 
If a company is already aware of the right influencer, they can additionally request 
an influencer`s follower list to search for possible customers (Cp. Figure 17).  
 
Figure 17: Kred Campaign Targeter, Source: 
http://brands.kred.com/?option=com_pages&view=kred_brands&layout=campaigntargeter (June 29, 
2014)
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Companies can also benefit from the Kred for Brands service by analysing 
information about their competitor`s customer base. Brands do get the possibility 
to get in contact with their competitor`s customers in order to persuade them 
about their own products.
123
  
6.2.4. Example of Use 
My weak online activity on social platforms made it compulsory to open up my 
Kred account by myself although I used my Twitter account more frequently in 
the recent past. Because of reasons unknown to me I couldn`t manage to connect 
my Twitter account with Kred, therefore I had to connect Facebook in order to 
create any influence- or outreach calculation on this platform. Since I created my 
Kred account simultaneously to my Klout account, both accounts measured the 
same actions I performed both on Twitter and Facebook. After a short period of 
time with not too much online activity my influence score had already risen to 247 
influencer points and my outreach level had reached level two. After several 
weeks of posting, sharing, liking and retweeting, my score went up to 512 
influence points and an outreach level of three. As already mentioned, Kred offers 
an option to overview all online actions and their impact on the score with a 
detailed listing of influence and outreach points earned for each action. Following 
graph shows my recent online actions on Facebook with the corresponding points 
earned for each action. 
 
Figure 18: Online Activity Overview, Source: http://kred.com/#_=_ (June 29, 2014) 
The higher my score got, the more posts and Tweets I had to create or respond to 
in order to further increase it. I managed to grow my score from 543 to 602 points 
in a little more than one month of normal online activity, but to get from there to 
my current score of 608 points (Cp. Figure 19) was a lot more work than it was in 
the beginning.
                                                 
123 Cp. Kred.com. Kred for Brands, 2014, Retrieved June 28, 2014. 
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Figure 19: My Kred Community Score, Source: http://kred.com/?option=com_pages&view=kred (June 
29, 2014) 
Figure 20 only shows my Global Kred Score since my posts where not specified 
enough to classify them into specific topic communities. More active users have 
their topic communities displayed right next to their score badge. Klout provided 
me with a Perk right away but on Kred I could not manage to receive a reward 
just by posting excessively on Facebook or Twitter. Receiving +Kreds from other 
users could possibly increase my chances of gaining one of Kred`s rewards, but 
until now I didn`t seem to be too knowledgeable in a topic to make other users 
give me +Kreds (Cp. Figure 19).  
 
Figure 20: +Kred Batch, Source: http://leaderboards.kred.com/?option=com_pages&view=kred (June 
29, 2014) 
6.2.5. PeerIndex 
UK-based PeerIndex is the third big competitor on the social scoring market. To 
calculate the influence score of a user, PeerIndex measures a user`s online 
“Activity” in the form of tweets or Retweets, the approximate reach of a user`s 
messages, the “Audience” he reaches with his messages, and a user`s 
“Authority”, defined by the quality of how influential his followers are. The 
user`s influencer score is calculated by adding each of the three metric scores 
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together. PeerIndex analyses a user`s interaction with other users on platforms like 
Twitter, LinkedIn, Facebook, Google+, Quora or personal Blogs and observes 
how often a user creates content and/or how often he gets retweetet etc. in a 
specific topic field.
124
 To calculate the authority score, the algorithm then creates 
a list containing a maximum of eight benchmark topics related to the user`s 
content, created in the last 120 days of his online activity.
125
 Figure 21 shows a 
profile page header after the time period of 120 days, showing the user`s overall 
score, his Authority, Activity and Audience scores as well as three of his 
benchmark topics. 
 
Figure 51: Barack Obama Peer Index Profile, Source: https://piq.peerindex.com/person/813286 (June 
30, 2014) 
PeerIndex used to run a reward program similar to the ones of Klout and Kred. 
They offered bigger companies to run brand promotions, “PeerPerks”, to 
increase brand awareness among influencers. To help smaller brands to spread the 
word about their products, PeerIndex later introduced “Perklets”, which were 





 However, with the launch of its newest service called 
“MyPeerIndex”, the PeerPerks and Perklets program was abandoned again. 
PeerIndex managed to set themselves apart from its main competitors with the 
introduction of MyPeerIndex. With this tool it is possible for companies to gather 
information about influencers who are in charge themselves of the information 
provided to those companies. Users can even download a special “JSON-file”, 
which includes all their information handed over to companies or even have the 
option to completely remove all their data.
128
 As mentioned before, MyPeerIndex 
 
                                                 
124 Cp. Peerindex.com, Frequently Asked Questions, 2014, Retrieved June 30, 2014. 
125 Cp. Peerindex.com, Opening The Temple Door, 2014, Retrieved June 30, 2014. 
126 Cp. Peerindex.com, PeerPerks – We Value You, 2014, Retrieved June 30, 2014. 
127 Cp. Peerindex.com, Perklets: Are You In London?, 2014, Retrieved June 30, 2014. 
128 Cp. Brown D., Why MyPeerIndex Is A Major Step Forward For Social Scoring, 2013, Retrieved June 30, 
2014. 
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is designed for influencers as well as for brands to get an overview of the whole 
influencer landscape. MyPeerIndex offers four different account options: a free 
“Basic” account, a “Pro” account for $100 per month, a “Business” account for 
$500 per month and an “Enterprise” account costing $5000 per month.129. Users 
with a free account are provided with options like online “trend alerts” of up-and-
coming viral content or to track topic specific communities to obtain more 
specific information about those communities making it easier to adapt content 
more specifically to the target audience. Users can also search for the “Top 20 
Influencers” of a certain topic field and create several lists to keep track of the 
results. Business and Enterprise accounts offer brands the option to check for the 
most shared brands or hashtags etc. and they additionally have the ability to 





6.2.6. Example of Use 
PeerIndex does not publish a new score until the time period of 120 days has 
expired. Therefore my profile didn`t show neither a score nor any benchmark 
topic at the time of testing the service. To gain a reasonable score it is necessary 
to put some effort into creating content and interacting with peers on the social 
web. MyPeerIndex displayed trending Twitter topics on my start page. In order 
to increase my “future score” I had the option to either create my own Tweet and 
send it directly via the MyPeerIndex site to Twitter or check the online trend 
alerts for a good topic to share. In the basic version I had the option to check for 
trends concerning social media and overall trending topics on Twitter. After 
choosing a trending topic, the user has the option to get more detailed information 
about the source of it, the PeerIndex score of the source, a short description of the 
source or the number of followers on Twitter. After checking which other 
influencers retweeted the message, I had the option to reply to it or retweet it (Cp. 
Figure 22).  
                                                 
129 Cp. Peerindex.com, Plans & Pricing, 2014, Retrieved June 30, 2014. 
130 Cp. Peerindex.com, Plans & Pricing, 2014, Retrieved June 30, 2014. 
131 Cp. Peerindex.com, Benefits Of Using PIQ, 2014, Retrieved June 30, 2014. 
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Figure 22: Mashable Trend Alert, Source: https://piq.peerindex.com/home (July 1, 2014) 
As previously mentioned, MyPeerIndex is a tool for both influencers and brands. 
Both parties can check the demographics of a desired topic community. In my 
case I only had the option to get an overview of the social media community, 
showing me the gender and age allocation as well as the locations with the highest 
density of topical influencers worldwide (CP. Figure 23). 
 
Figure 23: Demographic Overview, Source: https://piq.peerindex.com/demographics/792/3/week (July 
1, 2014)  
To refine the demographic overview I can choose between four different user 
segments in my community: “all users”, “active users”, “power users” or 
“celebrity users”. In case of purchasing the “Pro” account, it would have been 
possible to choose other communities like for example the U.S. / U.K. top 
influencer community. Companies can check the designated community for the 
most popular 
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topics shared via Twitter and then have those topics displayed in a word cloud as. 
Please see figure 24 below for the “social media community” word cloud.  
 
Figure 24: Word Cloud Social Media Community, Source: 
https://piq.peerindex.com/wordcloud/792/2/day (July 1, 2014) 
By using the “Influence Overview” option in the basic version, MyPeerIndex 
displays the “Top 20” influencers of the social media community. The influencers 
are ranked according to their “Community Peer Index” score (CPI) instead of 
their overall Peer Index (PI). The list shows the influencer`s follower number, the 
location they are at as well as a short biography of the desired Influencer (Cp. 
Figure 25). Users with a “Pro” account have the option to make PeerIndex 
automatically segment the search results according to six categories: influence, 
country, location, topic, gender or human, human person or corporate entity.  
 
Figure 25: Excerpt Top 20 Influencer List, Source: 
https://piq.peerindex.com/search?community=MANUAL_globalSocialMedia_20140403&network=deg
ree0# (July 1, 2014)
  42 
The search bar offers users to search influencers by names, topics, “Twitter 
persona” or with the help of Boolean operators. A further helpful tool to identify 
influencers would be the “Influence Bands” overview showing the 
diversification of all influencers of one community. The overview shows the 
quantity of all influencers segmented into the four categories: “celebrities”, 
“power users”, “active users” or “casual users”. Celebrities are influencers with a 
score higher than 80 points, power users are scored between 50-79 score points, 
active users have between 30 - 49 points and casual users have a score lower than 
30 points. in The “Reach” column displays the number of people who are likely to 
receive the influencer`s messages (Cp. Figure 26). 
 
Figure 26: Influence Bands. Source: https://piq.peerindex.com/overview/792/4/week (July 1, 2014) 
The members of each community may have influence over other social media 
users but they are as well susceptible to influence themselves via their 
community. MyPeerIndex offers an option to display the Top 20 influencers who 
are influencing a community. The ranking system, search options etc. are working 
the same way as already described above with the Top 20 influencer overview. 
Following graphic shows an excerpt of the Top 20 influencers impacting the 
social media community.  
 
Figure 27: Excerpt Top 20 Outside-Influencer List, Source: 
https://piq.peerindex.com/search?community=MANUAL_globalSocialMedia_20140403&network=deg
ree1 (July 1, 2014)
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Each influencer who is listed on MyPeerIndex, can be added to a personal list 
showing all influencers ranked according to their PeerIndex score, their number of 
followers and a short biography. Companies can either download this list in 
“CSV-format” for further processing or export their contacts to Twitter. 
6.3. Relationship Platforms / Online Communities 
Creating relationship platforms or branded online communities is a further good 
way for companies to get in touch with influencers and develop them into brand 
advocates. A big advantage of those platforms and communities is that a lot of the 
potential influencers or brand advocates are already familiar with the brand and 
more or less gather on those platforms by themselves. This makes the 
identification process a lot easier for the company so that they can focus more on 
controlling and shaping their influencers. To ensure that influencers will spread 
messages in favor of the brand because they like the brand and are not looking to 
get a free product etc., these platforms are necessary to nurture long lasting 
relationships between a brand and their advocates. The company is able to steer 
the communication between users to get them recruit new influencers or to receive 
feedback from knowledgeable users before launching new products. Activities 
like lotteries or special discounts for sharing product-pictures on platforms like 
Pinterest keeps users coming back to those platforms and eventually inviting 
friends and family members to join as well. Involving users into the product 
creation process makes them feel being special for the company and thus ties 
them closer towards the company.
132
 Brands don`t even have to create 
communities themselves. They can use feedback communities specialized in 
publishing reviews about certain products. Users frequently posting reviews are 
rewarded with the opportunity to test new products or nominations to host special 
discussions.
133
 By keeping community users informed about new products and 
giving them insight news
134
, to which others might not have access to, strengthens 
their ego and promotes them to spread this “secret” information among their
                                                 
132 Cp. Cakim, Implementing Word of Mouth Marketing – Online Strategies to Identify Influencers, Craft 
Stories and Draw Customers, 2010, p. 101. 
133 Cp. Nielsen.com. Can A Software Publisher Offer Pharmas A Prescription For Social Media Success, 
2009, Retrieved July 3, 2014. 
134 Cp. Cakim, Implementing Word of Mouth Marketing – Online Strategies to Identify Influencers, Craft 
Stories and Draw Customers, 2010, p. 109. 
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peers.
135
 Subsequently, I`m going to describe a couple of those relationship 
platforms respectively online communities in more detail.  
6.3.1. Kraft First Taste 
First Taste is a relationship platform created by American food producing 
company Kraft. It offers members the chance to be the first ones to try new food 
products for free, in exchange for their product reviews or improvement 
proposals. However this service is only available for U.S. residents. In order to 
sign up for the membership, users have to fill out a short survey aiming to find out 
how actively a user is interacting with friends and family when it comes to online 
information-sharing about food products or cooking ideas. The following graph 
shows an example of the questions asked to gain information about a user`s micro 
influencer abilities (CP. Figure 28). 
 
Figure 28: Kraft First Taste Survey, Source: 
http://www.kraftfirsttaste.com/register/?o=none&source=kf-sidebar (July 3, 2014) 
If users are not in need for their provided food samples, they can easily give them 
to ten other people, whether friends or family members, increasing the chance of 
them getting interested in the company`s products. To increase chances of 
receiving free food vouchers, it is necessary to take part in the company`s product 
surveys.
136
 Kraft also offers their users recipe ideas for meals including Kraft 
products. Each displayed recipe comes with the option to share it with friends on 
several social networks, posting pictures of self-made meals as well as a review 
section for publishing product experiences. These options are all designed to 
increase product awareness and positive sentiment towards the brand among 
peers. Kraft mainly focuses on housewives as their brand advocates or influencers 
to share their product opinions with others. Kraft First Taste therefore is also very 
                                                 
135 Cp. Cakim, Implementing Word of Mouth Marketing – Online Strategies to Identify Influencers, Craft 
Stories and Draw Customers, 2010, p. 108. 
136 Cp. Fisher, Get Free Food From Kraft First Taste, 2013, Retrieved July 3, 2014. 
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actively encouraging users to post their recipes and pictures on the social 
community Pinterest, which is a mainly female dominated social community.
137
 
To satisfy their possible influencers and make them come back to their 
community website, First Taste offers their member advices in topics like cooking 
for kids, healthy cooking or how to budget the daily food shopping.
138
 Members 
have the possibility to create new recipes with Kraft`s products and exchange 




6.3.2. Viewpoints  
Viewpoints is an online community where users have the opportunity to publish 
reviews for any product of their choice. For each review of the size of minimum 
700 characters users are assigned reward points. 500 reward points will earn the 
user a $5 gift card which can then be cashed in at certain online-dealers like 
Amazon.com. Users can gain 25 reward points for normal reviews and even 50 or 
75 for especially good ones. The reward points are shown right next to the 




Figure 29: Viewpoints Product Review, Source: http://www.viewpoints.com/Hamilton-Beach-Two-
Way-Brewer-Single-Serve-and-12-cup-Coffee-Maker-reviews (July 4, 2014)
                                                 
137 Cp. Tuan, Slideshare.net, Nielsen Social Media Report, 2013, Retrieved July 3, 2014. 
138 Cp. Kraftrecipes.com, Tips & Ideas, 2014, Retrieved July 3, 2014. 
139 Cp. Kraftrecipes.com, Kraft Promotions, 2014, Retrieved July 3, 2014. 
140 Cp. Viewpoints.com, Viewpoints Rewards, 2014, Retrieved July 4, 2014. 
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Viewpoints is eager to prevent users from gaming their system and therefore takes 
the effort to check each review before publishing it. Reviewers are segmented into 
three different categories which are displayed in the form of badges on the user`s 
personal profile: “verified”, “trusted” and “VIP” reviewer. To become a VIP 
reviewer, a user has to have published at least 31 authorized reviews on 
Viewpoints.
141
 Additionally, Viewpoints launched an expert reviewer program, 
engaging product experts to write reviews and create video tutorials for special 
product branches. The company is primarily aiming to recruit people 
professionally writing for blogs or magazines who have very good knowledge in 
specific product areas and therefore already gather a huge follower base 
throughout the web. Applicants need a minimum of 500 followers on Twitter, 
Facebook, LinkedIn or on any other social platform. Expert reviewers can earn 
$100 for writing four articles a month.
142
 The high density of product experts on a 
single platform makes Viewpoints a valuable tool for marketers to reach out to 
micro-influencers impacting purchase decisions of their peers. Viewpoints has 
therefore established a social influencer program where brands have the option to 
offer free samples to pre-selected reviewers matching their desired influencer 
criteria. After receiving their free samples, users are just asked to publish honest 
reviews about the products and to share their experiences with family and friends 
via social networking channels. At the end of each product sampling campaign, 
brands are supplied with a detailed campaign analysis report illustrating success 
or failure of the influencer program.
143
 In 2014, Viewpoints launched a new tool 
specially designed for companies called “Viewpoint Pulse”. With this tool, 
companies can easily collect, manage and promote their product reviews. The tool 
provides companies the opportunity to create lists of their newest products on 
Viewpoints to ensure the most actual products get reviews. Brands receive email 
alerts when new reviews are posted, get customer sentiment reports about their 
products or they can react to reviews by directly contacting the writer. When 
receiving good reviews, companies can publish the whole reviews, scores or 
ratings on their website or social platforms by using provided links to embed them 
                                                 
141 Cp. Viewpoints.com, Viewpoints Badges, 2014, Retrieved July 4, 2014. 
142 Cp. Viewpoints.com, Viewpoints Experts To Help Consumers Get Best Deals, Avoid Mistakes, 2014, 
Retrieved July 4, 2014. 
143 Cp. LinkedIn Corporation, Slideshare.net, Viewpoints Social Influencer Program Overview, 2010, 
Retrieved July 4, 2014. 
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there. Another feature is the improved search engine visibility of Viewpoints 





  6.4. Customer Community Analysis  
Social scoring platforms and relationship platforms may be good tools for 
companies to quickly identify influencers and eventually control them by 
rewarding them with free products in the hopes of having them spread positive 
messages in their social web community about a new product. Most social scoring 
platforms however only look at the number of followers a user has and focus on 
the influencer instead of the customer.
 146
 The information generated by those 
platforms should merely serve as a basis for more detailed efforts of identifying 
and controlling influencers. Companies eager to find the “real” influencers need to 
invest more time, money and effort to accurately identify them. Brands need to 
define their target customer group as well as the possible micro-influencers in 
those target groups, analyse social media communications and the relationships 
between their target customers. The next chapter describes a few helpful methods 
that companies can apply to identify the influencers in their customer`s “micro-
communities”.  
6.4.1. Text Analysis  
After defining their target customer group, a brand can start analysing what topics 
their customers are talking about in order to identify possible customers 
susceptible for outside influence and their position in the customer journey.
147
 The 
rise of social media lead to a massive increase of communication throughout these 
channels making the use of social media text analysis solutions an attractive 
option to do so.
148
 Those software solutions help companies to filter brand related 
information from several sources like social networking sites, review websites, 
communities, forums or even from mail traffic between them and the company. 
With the help of text analytic tools, companies are able to find out who has the 
                                                 
144 Cp. Viewpoints.com, Viewpoints Pulse: Connecting Brands and Reviewers, 2014, Retrieved July 4, 2014. 
145 Cp. Viewpoints.com, Sampling & Review Generation Program, 2014, Retrieved July 4, 2014. 
146 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in 
Social Media Marketing, 2013, p. 113. 
147 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in 
Social Media Marketing, 2013, p. 121. 
148 Cp. Sterne, Text Analytics for Social Media, 2010, p. 1. 
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final say when it comes to making a purchase decision. Social media monitoring 
solutions like for example Lexalytics start the monitoring process by mining and 
interpreting huge amounts of data to gain information about the sentiment of a 
conversation, consumer`s affinity to a certain brand or the connections between 
individuals involved in a conversation.
149
 Lexalytics`s “Salience” search engine 
can trawl either through a single document, a document collection or short texts 
like for example Twitter posts. It will collect various data fitting into “entity-
categories” like “people”, “places”, “dates” or “frequently appearing topics” 
defining the main content of a conversation.
150
 Sentiment analysis is executed by 
allocating a “positive”, “negative” or “neutral” score to entities, theme words or 
tags. Those score numbers are then added together to create an overall score 
providing the conversation`s sentiment.
151
 Lexalytics uses, “Natural Language 
Processing” (NLP) to analyse conversations.152 NLP uses algorithms to 




6.4.2. Lexalytics - Example of Use  
I had the chance to use a demo version of Lexalytics`s Salience search engine. 
First I had to input a random text from in order to have it analysed. After choosing 
the “processing-instruction” “Single Document” and the “processing-language” 
English, the software started its text analysis. Within seconds I was presented the 
results below the original text starting with the result of the sentiment analysis. 
The overall sentiment of my document was defined as “neutral” with a score of 
+0.148 sentiment score points calculated by adding the single sentiment scores of 
each entity or theme the software found throughout the text. The sentiment 
analysis was followed by a short summary text outlining the most important 
contents of the text, which in this case was the topic “American Football”. 
Lexaylitcs listed all entities it found in the text, being mostly “real” persons, three 
corporate entities “Giants”, “Minnesota Vikings” and “N.F.L.”, the city “Boston” 
                                                 
149 Cp. Lexalytics.com, Text Analytics & Sentiment Analysis Software for Social Media Monitoring, 2014, 
Retrieved July 4, 2014. 
150 Cp. Lexalytics.com, Web Demo, 2014, Retrieved July 4, 2014. 
151 Cp. Lexalytics.com, Sentiment Extraction: Measuring the Emotional Tone of Text, 2014, Retrieved July 4, 
2014. 
152 Cp. Predictiveanalyticstoday.com, Top 30 Software For Text Analysis, Text Mining, Text Analytics, 
2014, Retrieved July 7, 2014. 
153 Cp. The University of Sheffield, Natural Language Processing Group, 2014, Retrieved July 7, 2014. 
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as well as a date. The software then showed how often an entity occurred 
throughout the text as well as the sentiment score for each entity. The corporate 
entity “Giants” for example occurred seven times throughout the text and was 
assigned a sentiment score of +4.06. “Minnesota Vikings” occurred five times and 
received a negative score of -0.03. Other topics that occurred throughout the text 
where displayed in a second chart, showing the number of appearances and the 
sentiment score of each topic. Following graphic shows the different entities and 
their associated sentiment scores. 
 
Figure 30: Lexalytics Text Result – Entities, Source: http://www.lexalytics.com/web-demo (July 7, 
2014) 
6.4.3. Social Network Analysis / Relationship Mapping 
After defining the target customer group, respectively the decision maker 
responsible for a purchase with the help of text analysis software, the next step 
would be to track down the customer`s contacts in order to find out the persons 
most likely to influence a customer`s purchase decisions.
154
 In order to do so it is 
necessary to answer the following questions: Who are the persons a user is having 
the closest contact to? Are these persons friends, family members or co-workers? 
Several tools help brands to answer those questions and to identify which persons 
are key in order to impact final purchasing decisions.  
6.4.4. NodeXL 
A good tool for analysing social networks of customers to identify micro-
influencers would be network-analysis and visualization software NodeXL
                                                 
154 154 Cp. Brown/Fiorella, Influence Marketing: How to Create, Manage and Measure Brand Influencers in 
Social Media Marketing, 2013, p. 125. 
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 developed by the Social Media Research Foundation. Users can integrate the 
NodeXL template into Microsoft Excel 2007/2010 to analyse networks of their 
choice.
155
 Companies interested in analyzing social network communities have the 
option to install several plug-ins like for the “Social Network Importer For 
NodeXL” or the “VOSON Data Provider for NodeXL” to import data from social 
networks like Facebook, Twitter, Flickr or YouTube in order to analyse and 
visualize relationships of customers.
156
 A further function allows companies to 
map email lists and message boards with NodeXL.
157
 The user is able to define 
different clusters according to freely selectable attributes. A different color can be 
assigned to each cluster to assure differentiability. Each node stands for a different 
user of the examined network. Following graph displays the result map of an 
analysis of 10,000 Tweets or Retweets including the phrases @DietCoke, 





Figure 31: NodeXL Graph CocaCola Tweets, Source: 
http://www.nodexlgraphgallery.org/Pages/Graph.aspx?graphID=22101 (July 8, 2014)
                                                 
155 Cp. Nodexl.codeplex.com, NodeXL: Network Overview, Discovery and Exploration for Excel, 2014, 
Retrieved July 7, 2014. 
156 Cp. Nodexl.codeplex.com, NodeXL: Network Overview, Discovery and Exploration for Excel, 2014, 
Retrieved July 7, 2014. 
157 Cp. Smith, Slideshare.net, Analyzing Social Media Networks With NodeXL, 2010, Retrieved July 8, 
2014. 
158 Cp. nodexlgraphgallery.org, NodeXL Graph Gallery, 2014, Retrieved July 8, 2014. 
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The map shows the different clusters subdivided into so-called “Edges”. “Edges” 
stand for different user actions like “replies” or “mentions”. The software analyses 
the data and filters out popular URLs, domains, hashtags, words, mentions or even 
Twitter users.
 159
 With the help of such kind of information, brands can easily 
identify micro-influencers in their customer`s networks by searching for brand 
related mentions or Tweets in the social web community.  
  6.5. Influencer Profiling  
After identifying the influencers most likely to influence customer purchase 
decisions, it is necessary to take further steps to contact and steer those influencers 
in the right directions so that they bring success to a company`s influencer 
marketing campaign. It doesn`t make too much sense to have one uniform 
marketing campaign with the same message and voice for different influencers. 
Followers will recognize inconsistencies in the way their influencers act and share 
information via their social web environment. Therefore it is necessary for brands 
to create individual marketing messages for each influencer according to the 
influencer`s personal needs, interests and personality. In order to do so it is 
advisable to create an individual profile for each influencer containing his 
personal interests, hobbies, age or the social platforms he is most frequently 
attending.
160
 Most influencers have gained a certain image throughout their web 
community and they don`t like losing their reputation by spreading wrong content. 
Companies therefore need to make sure that the content they provide, fits the 
individual influencer.
161
 Companies need to adapt their influencer marketing 
messages to the profile of the individual influencer.  
  6.6. Management & Monitoring Solutions  
Companies can use new software solutions focusing on the identification, 
management and monitoring process of influencers in the social web. Now I`m 
going to describe two of the most popular solutions available: Traackr and 
Appinions. 
                                                 
159 Cp. Nodexlgraphgallery.org, NodeXL Graph Gallery, 2014, Retrieved July 8, 2014. 
160 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 83. 
161 Cp. Brown D./Hayes, Influencer Marketing: Who Really Influences Your Customers ?, 2008, p. 85. 
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6.6.1. Appinions 
Appinions Inc. with its headquarter based in Manhattan, has developed its own 
algorithm for identifying the best influencer for a brand and also offers solutions 
to manage and monitor influencer campaigns to assure a successful outcome.
162
 
Companies like Dell or eBay are just a small fraction of brands that have teamed 
up with Appinions to create successful influencer marketing campaigns.
163
 To 
measure a user`s influence, Appinions focuses on the quality of his opinions and 
shares measured by the frequency of “community feedback” on his online actions 
instead of just focusing on follower numbers like Kred and Co. do. Appinions 
defines the frequency of feedback as “attention” and measures how many people 
pay attention to a person`s opinion.
 164
 The more attention a user gets from others 
regarding a specific topic, the faster his influencer score is increasing. Two other 
metrics are also impacting a user`s influencer score on Appinions: The media 
source where the influencer got feedback on his publications, as well as the 
influencer rank of the users who are reacting to a post.
165
 The algorithm filters 
information from sources like social networks, blogs or from traditional media 
outlets like newspaper articles.
166
  
Appinions focuses on identifying the “thought leaders” of an industry, company 
executives. They usually have a strong follower base and are already well-known 
in certain industry branches, guaranteeing brands that their influencers will be 
heard and trusted.
167
 With Appinions it is possible to search for a certain brand 
related topic or the brand itself and create lists of influencers creating associated 
content. The influencers are hierarchically displayed according to their influence 
score, as well as their “level” of credibility, their sentiment and their overall 
number of topic related opinions shared throughout the web. The software 
provides a short biography of each influencer as well as an overview of all topic 
                                                 
162 Cp. Appinions.com, The Secret Weapon Behind Successful Marketing Programs, 2014, Retrieved July 9, 
2014. 
163 Cp. Appinions.com, Our Clients, 2014, Retrieved July 9, 2014. 
164 Cp. Appinions Inc., Measuring Global Attention: How The Appinions Patented Algorithms Are 
Revolutionizing Influence Analytics, 2013, p. 2. 
165 Cp. Appinions.com, The Technology, 2014, Retrieved July 9, 2014. 
166 Cp. Appinions.com, The Technology, 2014, Retrieved July 9, 2014. 
167 Cp. Appinions. Inc., Executive Influence – Transforming Your Top Team Into Powerful Influencers, 
2013, p. 5. 
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related opinions he or she shared or received reactions to, the date and source of 
the publication as well as an actual score overview
168
 (Cp. Figure 32).  
 
Figure 32: Video Screenshot: Influencer Quickview Mark Hurd, Source: 
http://www.appinions.com/solutions/ (July 9, 2014) 
Companies can search for corporate entities and/or real persons, for biographies or 
descriptions of influencers. In addition it is possible to search for influencers 
according to their Net Influencer Score.
169
  
Companies can preselect which influencers they want to involve in their 
“Executive Influence Program” to track and measure the influencer`s impact on 
the customer community. To increase their “own” influencer`s impact in a 
specific topic field a brand should check what kind of topic-related content other 
influencers are sharing. By displaying so-called “Earned Influencers”, brands 
get a summary of such influencers and the topics they cover. These topics are the 
reason for their high influence throughout the web community and therefore 
brands should make their own influencers speak and write about these brand-
related themes in order to grow their influence. Media outlets have a big impact 
on a user`s influence as well. Appinions is able to display the most common 
media outlets through which an influencer is sharing his content. Brands should 
make their “own” influencers publish their content on these popular media outlets 
in order to grow their impact.
170
 
                                                 
168 Cp. Appinions.com, Video: Executive Influence, 2014, Retrieved July 9, 2014. 
169 Cp. Appinions.com, Video: Executive Influence, 2014, Retrieved July 9, 2014. 
170 Cp. Appinions.com, Video: Executive Influence, 2014, Retrieved July 9, 2014. 
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Brands can monitor the development of their influencer`s impact by retrieving an 
influence overview graph, showing the changes of an individual`s influence 
score, his “opinion volume” or his sentiment development of the last two months 
(CP. Figure 33).  
 
Figure 63: Executive Influencer Score Analysis, Source: http://www.appinions.com/solutions/ (July 9, 
2014) 
To measure how big the impact of a brand`s influencer collective is, Appinions 
introduced a tool which makes it possible to compare influencer`s impact on the 
brand influence as well as on the influence of a brand related topic. Following 
graphic shows the analysis results of the brand “Oracle”, shown as the purple 
bubble, and the brand related topic “Cloud Computing”, being the red bubble. The 
overlap in-between is defined as the so-called “Influence Gap”, showing the 
impact of influencers talking about both topics (Cp. Figure 34). A brand`s goal 
should be to mainly focus on the influencers speaking about both topics and to 





Figure 34: Influence Gap, Source: http://www.appinions.com/solutions/ (July 9, 2014)
                                                 
171 Cp. Appinions.com, Video: Executive Influence, 2014, Retrieved July 9, 2014. 
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6.6.2. Traackr 
Traackr bases its scoring algorithm on three metrics: “Reach”, “Resonance” and 
“Relevance”. Reach is defined as the number of followers a user has within his 
online circle. Resonance measures how active a user`s followers react to his 
online actions and relevance shows the involvement of those users with a brand 
and its products.
172
 An influencer is assigned an individual score for each of the 
three criteria depending on his activity on the internet. Traackr checks the internet 
including social networks and blogging platforms to provide companies a wide 
selection of possible influencers.
173
 Traackr offers a score report explaining how 
much a user`s “Rs” contribute to his overall score.174 Brands can use Traackr`s 
search bar, giving them the opportunity to search for influencers according several 
criteria like a user`s name, job, company, place of residence or keywords 
regarding his biography. Traackr then provides a search result list showing the 
“Top 100 Influencers” who are closest matching the entered criteria.175 If 
looking for influencers living in specific area of the world
176
, Traackr offers a 
“Geo-Target” option to even refine search results by displaying only those 
influencers living in the desired area.
177
 After finding fitting influencers for a 
marketing campaign, brands can save those influencers as “MyInfluencers” or 
add them to a project in order to contact and manage them more easily. 
Influencers, already familiar to the brand, can be imported from sources like 
Twitter.
178
 After adding influencers to the “MyInfluencers” list, it is possible to 
sort and filter them according to criteria like: “name”, “reach”, “resonance”, 
“relevance” or “influence” rank. Traackr suggests companies the five most 
engaging influencers and displays them according to the company`s branch and 
previous influencer search inputs.
179
 The software also proposes influencers who 
are in close contact with a brand`s current influencers.
180
 These influencer
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 recommendations are also available when using Traackr`s “Network Map”. This 
map shows how a brand`s influencers are connected, with big and small nodes 
representing the connected influencers. Big nodes represent so-called “A-List 
Influencers” already involved with the brand. Small nodes stand for influencers 
not directly involved with the company yet but strongly connected with the 
brand`s “A-List Influencers” (Cp. Figure 35).181 
 
Figure 35: Traackr Network Map. Source: https://traackr.zendesk.com/hc/en-us/articles/202033548-
What-is-the-Network-Map- (July 11, 2014) 
The map gives companies a good overview of their influencer`s network and the 
flow of influence. They get aware of what content is impacting the influencer`s 
follower community and vice versa.
182
 Each influencer has a profile consisting of 
an “activity”, “footprint”, “network” and “notes” overview. The “network 
overview” enables companies to identify users directly affected by an influencer, 
the intensity of his influence on others and the quantity of mentions respectively 





Traackr defines the intensity of an influencer`s connection to other possible 
influencers as “Very Strongly”, “Strongly” and “Normal” according to their level 
of Reach, Relevance and Resonance.
185
  
The “footprint overview” basically shows all networks a user recently attended 
or was mentioned on by others.
186
 With this information, brands can engage their 
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influencer to publish more content on those networks, where he is most popular 
on. Most influencers will only post new content similar to the one they usually 
publish. By identifying trending topics, companies are able to better adapt their 
content in order to make influencers willing to share this content. Traackr offers a 
tool called „Today`s Snapshot“, displaying the topics that are currently popular 




 With this information available, companies 
can create marketing strategies individually tailored to their influencer`s needs. To 
make influencers create interesting content and become more influential in their 
communities, brands can promote existing influencers to “Star Influencers” 
according to self-defined criteria.
189
  
To check if influencers talk about a certain brand it is possible to create a “Share 
of Voice” report. After entering a brand-related keyword of choice, Traackr 
creates a chart displaying when and how often influencers created content 




Figure 36: Traackr “Share of Voice” Report, Source: https://traackr.zendesk.com/hc/en-
us/articles/202032678-Share-of-Voice-Overview (July 11, 2014) 
To have influencers talk about a brand is good but having them talk positive about 
it is key. Negative posts can and will influence customers as already discussed in 
chapter “5.2. Bad Influencers”. Therefore monitoring the sentiment of influencer 
posts is crucial in order to maintain a good brand image throughout a marketing 
campaign. The “Sentiment Report” shows an influencer`s publications, 
segmented into three different sentiment types: “positive”, “neutral” and 
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“negative”.191 With this information on hand, companies know which influencers 
they need to persuade and monitor to prevent them from becoming “Bad 
Influencers”.  
7. Influencing Customers Throughout The Customer Journey 
All those actions taken by companies to identify and control micro-and macro-
influencers serves one ultimate goal in the end: to make customers consume their 
products. But after successful identifying and controlling their desired influencers, 
they still don`t have the guarantee that their influencers will impact customers in 
in the final stage of the purchase decision making process. They may create 
product awareness, familiarity or consideration, but there are still many factors 
and influences besides the influencer`s opinion that can prevent customers from 
getting to the purchase or even to the loyalty stage. To create a successful 
influencer marketing campaign, brands therefore need to know in which customer 
journey stage their customers are, which influencer types have impact in which 
stage and what other factors are most likely to interrupt the influencer`s marketing 
message. In this chapter I will address the necessary steps brands should take to 
identify their customer`s purchase lifecycle stage as well as which disrupting 
factors they need to consider when creating marketing messages in order to 
increase sales numbers.  
  7.1. Identify Customer Lifecycle Stages 
Before creating a marketing campaign and reaching out to influencers that will 
deliver messages to customers, brands should foremost find out in which stage of 
the customer journey their prospective clients are located. Their reaction to a 
delivered suggestion will turn out differently depending on in which stage they 
are. A customer situated in the need and awareness stage will act differently than a 
customer who is already in the purchase stage.
192
 Brown and Fiorella illustrate the 
results of a customer life cycle analysis, stating that only 10 % of the influencer`s 
target audience would initially buy a company`s product and another 20 % is
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considering to buy the product. The other rest is either already possessing a 
similar product or is not even interested in buying the product at all.
193
 Brands 
should therefore always try to identify the customer journey stage of their possible 
clients before unleashing their influencers. However this doesn`t mean that 
companies should only focus on influencing customers in the purchase stage. Far 
from it! The customer journey is not a step by step process where customers walk 
through every stage but a variable cycle where engagement in each of the different 
stages: awareness, familiarity, consideration, purchase and loyalty can lead to a 
purchase depending on the strength of the impact. Brands need to focus on their 




  7.2. Influencer Type Impact  
After finding out in which stage of the customer journey a brand`s potential 
customers are, brands should focus on analysing which type of influencer is most 
effective in which stage when it comes to delivering the marketing message. Each 
of the different influencer types discussed earlier in the chapter “5. Influencer 
Categories” can impact customers in every stage of their customer journey 
regarding the intent to buy a product.  
Awareness: 
Customers have less or no information about a brand or a product in this stage of 
the customer journey. “Expert Influencers”, or as we defined it, “Opinion 
Leaders” take the stage. Customers with little topic information will check their 
independent blogs or websites in the hope to gain more insight information about 




 According to a report created by New York 
based marketing agency Razorfish, the most influential persons however in this 
stage are the micro-influencers defined as a customer`s friends and family 
proposing a product they may already possess or plan to purchase (Cp. Figure 37). 
The third most influential users in this stage would be social influencers from
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several social networks whom the customer not necessarily knows in person. They 
can occur in the shape of the trendsetters, reporters, networkers or topical leaders 




Familiarity & Consideration: 
After gaining basic product knowledge consumers may have several product 
options to choose from. In order to break down the number of products, customers 
seek to get more insight information about a product. They will turn to people 
who might already possess a similar product and/or have brand experience.
198
 
Potential customers will obtain information by reading product reviews on 
websites or watch YouTube videos introducing the brand or its product. And 
again they will ask people from their micro-influencer community to lighten 




The purchase phase is the most important one for the company since sales are 
generated in this phase. Therefore it is advisable for brands to pick the right 
influencer carefully. Views of experts or opinion leaders are often taken into 
account to erase the last doubts about a purchase.
200
 But again the people who 
have the biggest impact on purchase decisions are the ones closest to the customer 
(Cp. Figure 37).
201
 Singh defines them as “Positional Influencers” who often 
have the need to influence the purchase decision since they are also impacted by 





The most important influencer type in this stage would be the company itself with 
its overall performance regarding product quality and after-sales services. 
Building long lasting relationships with those loyal customers gives companies 
the chance to recruit brand advocates who will influence further potential
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customers during the customer journey. Maintaining good relationships with loyal 
customers is a lot more cost effective than trying to recruit new customers or 




Figure 37: Influencer Type Impact, Source: Fluent: The Razorfish Social Influence Marketing Report 
2009, p. 14 (2009) 
  7.3. Situational Influences 
It is not only the micro- and macro- influencers who can impact a customer`s 
purchase decision. Companies need to consider situational influences which can 
disrupt influence paths and alter an influencer`s marketing message. By knowing 
those possible other influencing elements, brands can adapt their influencer 
marketing campaign accordingly. Danny Brown and Sam Fiorella defined four 
influences able to intercept the communication path between the influencer and 
the desired customer: “Communities”, “Economics”, “Social & Cultural 
Groupthink” and the “Personal Ideology” of the customer.204
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Communities 
The same message delivered in a different surrounding or community will be 
perceived in a different way, since the relationships between the community 
members are different. Micro-influencers from a family background will 





Another situation that could alter an influencer`s marketing message and may 
prevent a customer from buying a brand`s product would be the economic 
situation of the customer, the brand or even the whole country. If a consumer is 
doubtful about his economic situation or that of the brand he plans to purchase a 
product from, he or she will think twice before purchasing.
206
  
Social & Cultural Groupthink 
Peer pressure or people`s demand to adapt themselves to the overall sentiment in a 
social or cultural group can also be determining when it comes to purchasing a 
specific product. Even if the consumer himself is totally convinced about a 





An influencer`s religious or political ideology is another major force able to make 
consumers buy new products. If customers identify themselves with the 
influencer`s ideology they may generate sales, and vice versa. If 
consumersdisagree with an influencer`s ideology they may stop buying the brands 
products.
208
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8. Conclusion 
The marketing landscape has changed significantly in the last decade. Consumers 
have learned to ignore most of the marketing messages coming from traditional 
marketing. Therefore marketers have been forced to search for other ways to reach 
out to their customers in order to sell products. With the help of micro- and 
macro-influencers they have found a good method to spread a brand`s message in 
a more anonymous way. The social web with its various tools like blogs, social 
networks or forums, give influencers the opportunity to reach a broad audience 
with relative small effort. To make use of the different influencer types, marketers 
have to identify them and find out in which customer journey stage they are useful 
to impact the customer`s purchase decision. They can use social scoring platforms 
like Kred, Klout or Peerindex to discover possible influencers for their campaigns. 
However it is not advisable to solely focus on social scoring platforms to identify 
and control influencers since the score calculation of those platforms is mostly 
based on a user`s follower number but not on the quality of his content. My 
analysis shows that it is comparatively easy for users to game most of those 
platforms in order to get high score numbers. The negligence of “real world” 
achievements in the score calculation process is also critical. Persons, who might 
be heavy hitters in everyday life, can still have low scores on platforms like Kred 
or Klout. Companies should hence use social scoring platforms or relationship 
platforms as an access method for influence marketing campaigns. The 
information gathered with the help of those platforms serves as a good basis for 
further detailed market- or community analyses to identify and manage 
influencers. Brands can use text analysis software to discover product relevant 
topic conversations among users or they have the ability to create relationship 
maps illustrating possible influencers and their peers.  
In the future, brands looking to succeed in prospective markets will be forced to 
use influencers to spread their marketing messages in order to impact customer`s 
purchase decisions. Services like Appinions or Traackr, offering all-in-one 
solutions for the identification and management of influencers in the social web, 
will give them the chance to do this on a professional basis.
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